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ATLANTIC CITY 
CHINA AND GLASS SHOW 
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START OFF BIG IN 1960 
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THE “60” SPECIAL! 60-PIECE OPEN-STOCK SALE! 40% OFF ON 
SERVICE FOR 8. $60 RETAIL! BIG OPEN STOCK ASSORTMENT. 


Regular open stock price is $117.00. So don’t miss this With over 1/2 million owners of Remembrance... here’s 
chance to fire up lots of new set (and second set) Remem- your chance to do a bang-up fill-in and add-on business. 
brance sales. Added fuel the No. 60 chest. Handsome, 24 best-selling items in this open stock selection. 
all-wood, service-for-12 chest with a rich mahogany finish PLUS: 5-piece Tea and Coffee Set Offer includes :24'.” Tray. 
and lined with coral colored tarnish-resistant cloth. Spe- Regular retail: $175; sale price only $139.7 

cane Fetes Peae, 7O.00. 3 top-selling Juvenile items: 

Infant feeding spoon (regular retail $1.50) sale: $1.00. 
Two-piece educator set (regular retail $2.75) sale: $1.50 
Three-piece Youngster set (regular retail $5.75) sale: $3.75. 


Ask your Approved Wholesale Distributor for details. 





Wa2lzam Levine Announces 


A NEW 
VITAL SERVICE 
for JEWELERS 








GLOBE 
MERCHANDISE 
TRADING CORP. 


Opens the door to 
Unlimited Prospective Jewelry Buyers 
throughout the world! 


Brings to your door 
Jewelry Availabilities from Unlimited Sources 
throughout the world! 


The services of the Globe Merchandise Trading Corporation can 

make the world your supplier—the world your market. 

To buy or sell—diamonds or other jewelry at the right price—it is all a matter of bringing 
together the right buyer and the right product. 

The Globe Merchandise Trading Corporation will act as a clearing house bringing together 
buyers and sellers of jewelry, no matter where they are located. We will find a buyer for 
your diamonds or other jewelry that cannot be sold through your normal channels or we will 
find, at any time, the exact items you are seeking at a fair market price. 

There is never a possibility of loss as all merchandise is fully 

insured while in transit or in our possession. 

A new folder containing detailed information on the Globe Merchandise Trading Corporation— 
who we are—how we operate—and how you can benefit—has been sent out. If you have 
not received your copy write us today. It will be sent to you by return mail. 


For Complete Information Write 
GLOBE MERCHANDISE TRADING CORPORATION 


Division of William Levine and Company 


29 East Madison Street ¢ Chicago 2, illinois 
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The stylized tableware setting on the 
cover is an apt introduction to this 
month's informative feature article, The 
bride, her tableware and the jeweler.” 
A case history type story, the article 
tells how seven stores—big and small— 
handle sales of glassware, china and 
sterling to brides-to-be. Turn to page 36 
for this valuable appraisal of the jew- 
eler's role in helping the bride choose 
her tableware. On pages 42 and 43, 
Jerry Gewirtz has a “Last Minute Check- 
list of Yuletide Fast-Sellers" that should 
help you meet the needs of the peren- 


nial last minute shopper. 


JEWELERS CIRCULAR-KEYSTONE 


The Bride. Her Tableware and the Jeweler 36 
Should You Sell to Teenagers on Credit? 4] 
Last Minute Checklist of Yuletide Fast-Sellers 


Common-Sense Lighting for Jewelry Stores 94 


MERCHANDISING AND PROMOTION 
Eve-Level Displays, by Virginia Dixon 44 

You Can Afford to Advertise, by William Scheibel 46 
Turquoise Birthstone for December, by Dr. Frederick H. Pough 


Appraise Diamonds? You Can't Afford Not To, 
hy Gladys Babson Hannaford 952 


Ideas That Pay 69 
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This Tableware Show Will Be the Biggest. by Madeline Love (4 


TECHNICAL 
Problems with Square Waterproof Cases, by Henry B. Fried 
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GENTLEMEN! A PROPOSAL! TUTTLE STERLING, 
THE MOST COVETED FRANCHISE IN FLATWARE, 
MAY NOW BE AVAILABLE IN YOUR TOWN!!! ! 


WINDSOR CASTLE, $28.7= CLASSIC ANTIQUE, $36.00* 


ADD QUALITY TO YOUR ASSORTMENT ADD PRESTIGE TO YOUR STORE ADD EXCLUSIVENESS TO YOUR STORE 
Exceptional craftsmanship, platinum tone The name Tuttle is the most distinguished Tuttle franchises are offered only to a 
finish, unusual heavy weight make Tuttle of its kind. Its lineage goes back to 19th imited number of dealers throughout the 
Sterling first choice of discriminating century New England. Today, its appear country. clusive patterns, exclusively 
customers. The only American sterling anc ixurious style and price give it durs, will more customers...more 
that’s date-marked in the royal tradition. prime appeal for selective customers. 7m a wider area. 


FEATHER EDGE, $52.50* 


CREST OF ARDEN, $39.75 

If you are interested in this excep- Inquiries into the availability of an 
tional line, we suggest that you exclusive Tuttle Sterling franchise 
write today to Sales Manager, in your area will be investigated 
Tuttle Sterling, Wallingford, Conn. « ov . SET. FEI ic. aS quickly as it is possible to do. 





FOR YOU WHO USE CASH REGISTERS: 


MONROE 


SWEDA 


makes 
sense... 
and 
Savings! 


You've heard about Sweda cash registers. They’re 
the smaller, faster, quieter registers that are ringing 
up such a happy story of performance for so many 
of this country’s smart, big retailers.’ And for so 
many smart, small retailers. 

Yes, these gems of Sweda design and metal- 
working have made news in the 10 short years 
since they first brought American retailers a new 
concept in cash registering. And now they have 
made the biggest news of all. 

Sweda Cash Registers Inc., the American sales 
organization for Svenska Dataregister, Stockholm, 
has joined Monroe Calculating Machine Co., world’s 
biggest producer of calculating machines and man- 
ufacturers of adding, accounting, and data process- 
ing machines and electronic computers. 

At any stage of Sweda’s explosive post-war 
growth in this country, the combination of the 
Sweda cash register with Monroe’s experience in 
U.S. markets would spur the attention of American 
businessmen. They stand to benefit from the inex- 
orable demands of competition. 

But now, at a time when cash registers are be- 
coming more and more the original input device in 
data processing systems that render automatic a 
store’s entire sales and inventory accounting, the 
formation of this new association opens important 
avenues of profit in tomorrow's retailing. 


Already, Monroe has designed and delivered a 


new system, Distributape, which links cash regis- 
ters in branch stores in a retailing chain? with an 
electronic computer in the head office. This impor- 
tantly speeds sales analysis, transfers store per- 
sonnel from record-Keeping to selling and helps the 
buying public to get what it wants when it wants it. 

Already, Sweda has become the world’s second 
largest producer of cash registers. 

Already, the demand for Sweda’s registers 
in this country has outpaced Sweda’s ability to 
deliver them. 

Now, in concert, Monroe and Sweda can be 
expected to accomplish two things: Build, install 
and service better cash registers at less cost right 
now for all retailers, of whatever size, and bring 
at accelerated tempo the profit-swelling benefits of 
automation to the many retailers who need it. 

Detailed information on the swiftly expanding 
use of Sweda cash registers may be obtained from 
Sweda dealers all over the United States and in 
principal cities throughout the world or from Sweda 
Cash Register Inc., 7313 No. Harlem Avenue, 
Chicago, 31. 


1. Safeway Stores, Inc. 
The Kroger Co. 
American Stores, Inc. 
Walgreen Drug Stores 
and others 
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K&B REMOUNT PROMOTION 
WINNING NATIONAL PRAISE 


built around amazing 
“Ak-shun” motion 
window display. . . 
L cenantesad Ki & B exclusive! 











Here is the most 
talked-about 
display in the 
industry. Almost 
miraculously 
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SECOND STAGE ¢ 


special low prices for resetting 
your domonds mc lovely new 


i Ee CONTACT YOUR WHOLESALER FOR DETAILS! 
“BRIDAL TIE-IN WITH THIS IMPORTANT PROMOTION! 


Learn how you can get this wondrous window display that stops passers- 





by in their tracks, like no other display. Get tie-in mailers to send to 
prospects, get displays for your counters. Go after remount business in 
earnest! Get big results! While display is permanent, message is change- 
able. New messages will be furnished periodically. 


in © lovely ate 











(‘reators, Designers and Manufacturers of “Perfect Ring Findings” 


hARL se BLEICHER INC 


CBS) 136 W.52nd ST., NEW YORK 19, N.Y 
——— OFFICES IN CHICAGO AND LOS ANGELES venee uses C® 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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The Jerry Lewis Show 


TIMEX 
EXTRAVAGANZA 


JANUARY 16th - NBC-TV - 8:30-9:30 PM wv.r. 


A GREAT FUN-FILLED SHOW...TO ASSURE YOU OF A PROFIT-FILLED YEAR 


Introducing the exciting new Timex line for 1960... 
and presenting the dramatic new torture-test demonstrations 


of Timex Watches by JOHN CAMERON SWAYZE 


Brought to you by 


L IMEX pees pons son Reena urer of Watches 
Ay 300 Jane S To 


75 Park 15, Canada 
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NEW 
BALLOU 
PIN 
BACKS... 


offer stronger 


riveted pin stems 


Long-time favorite of manufac- 
turers, the Ballou pin back with 
stronger riveted pin stem 
answers your need for trouble- 


free production. 


The popular 156 illustrated is 
available in %",%” and %” lengths. 


Other pin backs to larger sizes. 
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No. 151 No. 156 


THE 
FOUNDATION 
OF 

eteiejes 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 


B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. ! 
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Christmas! 


It’s here. It’s yours. It's the greatest traffic builder sinc 


f+ r T . ry? the cr c r h te rn re 
nr Ts rn > y " ar ’ . o 
gift-giving began. lve of the top song hits in recent y 
. . . 7 ato" c sy wenn r lan] ‘= nt 7 re e+ rc 
binea on one I, g and piayeo by tne stars 
fy rr 
P 


' ‘ 
> ina heaptif 
AJ iS A DE JIU / y 


signed album cover... exclusively through quality 
watch stores like your own. 
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There are dollars for you in this sensational 
premium offer. But you won't get your share 


unless you get behind it. Use the display material 
and watch it work for you. 
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Just look at these stars and these songs: 

















— She Ssruen Uf Jateh (ompany 


PROUDLY ANNOUNCES THE ELECTION OF 


lr. John H. T5allard 


AS 

CHAIRMAN OF THE BOARD 
AND 

CHIEF EXECUTIVE OFFICER 


Under his inspired leadership, we look forward to the future, 


with confidence and pride. 


MAY WE EXTEND OUR GOOD WISHES FOR A MERRY CHRISTMAS 
AND A PROSPEROUS NEW YEAR. 








THE GRUEN WATCH COMPANY 


MANUFACTURERS OF THE PRECISION WATCH 
630 FIFTH AVENUE, NEW YORK 20, N.Y. 


JOHN H. BALLARD 


CHAIRMAN OF rHe BOARD 


To My Friends: 

I want to thank all my friends who were kind enough to 
call, write and wire me, to wish me well in my new association. 
I am happy to be with Gruen. 

This is a fine organization with over 85 years of 
experience in the watch field. Iam certain, in my Own mind, 
that the principles of fair dealing and honest values will be 
followed. You, the Retail Jeweler, are the most important 
person in our picture - and our efforts will be dedicated to 
support you in your rightful position as a merchant of integrity. 

May I personally wish you alla healthy, happy New 
Year, anda very Merry Christmas. I look forward to many 
more years of your friendship. 


Cordially, 


baht 


John H. Ballard 
Chairman of the Board 
The Gruen Watch Company 
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To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incabloc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 

is sold exclusively for use in jeweled-lever watches. It is the consumers’ guarantee 
that he is buying a precision timepiece. Convert this strong consumer demand 

into jeweled-lever watch sales...feature incabloc in your store and advertising. 


For free sales aids and advertising material write to 
Incabloc Corporation + 730 Fifth Avenue + New York 19, N.Y. 

















LETTERS 


Student Watchmaker | Pexvc 


To the Editors 

My sunlit; is attending the watch- 
making school here and we are inter- 
ested in picking up all the information 
and help we can get, slanted towards a 
future jewelry and watch repair busi- 
ness of our own. (He is paralyzed from 
the waist down following an accident.) 

We have been reading the series of 
articles, ‘How to Make More Profits 
from Your Repair Department,” in the 
school library copies of JC-K. Obvious- 
ly the author had spent a lot of time 
and effort preparing these articles and 
they are and will be very helpful to us. 

We were wondering if you plan to 
put them out in booklet form. Sometime 


we hope to be able to subscribe to your 
magazine, which we like very much. DA 
For the present, however, we have to 
be content to take notes and make out- FE, 
lines of the portions we like particular- ER 
ly well, which include this fine series. 
MRS. RUSSELL WRIGH' 
Okmulgee, Okla., Oklahoma State Tech 


The nine-part series, “How to Make 
More Profits from Your Repair Depart- 
ment” (the sixth portion of which appears 
in this issue), will be published in booklet 
form, in response to many suggestions. 
But Mr. and Mrs. Wright will no longer 
have to visit the school library to study 
JC-K. During the rest of Russell Wright's ON ALL PLAIN = LOD 4 ES! 
student days, this couple will receive a com- 
plimentary subscription to JC-K. FASTEST, last-minute-service is a habit with “The 
Lindley Man”... developed to give you the service 
; so vital to sales at this time of year. When you 
Partnership Proposal call, “THE LINDLEY MAN” is ready, willing and 
able to meet your emergency requirements... or 
help you plan an entire season’s needs in advance. 
Combine this service with the finest boxes in the 
packaging world and you have an unbeatable com- 
bination working for you every day of every season! 


To the Editors: 

Perhaps you will consider this letter 
from a customer worth printing. This 
ventleman was formerly connected with 
the movie industry. He wrote: 

“Mrs. Lynch has told me it will cost 

Contact “The Lindley Man”...a card, letter 


$9 to clean and oil my watch: I assume 
. | —_ or wire can mean better service, and better 
that one-third of this will apply toward packaging, for you and your customers. 


a down payment on the store. . 


en ss LINDLEY 


You started at the wrong end of the 
camera—you should have been in front 7 BOX AND PAPER DIVISION 


of it. You make Bob Hope look like a | Marion, Indiana 
bum and without writers yet. But the | FEDERAL PAPER BOARD COMPANY, INC. 


price is still $9 and no partnership.” 
Miami Beach, Fla. ABE L. KING 
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... it would take the lyric 
skill of an Omar Khayyam 
to adequately describe the 
beauty of this 14K yellow 
gold pendant with Persian 
turquoise matrix and .08 
full-cut diamond. The 

16 inch 14K yellow gold 
chain is attached. 
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Pendant and gold chain 


ey 


Pay, 
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$135 keystone 
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CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


AMERICAN 
GEM SOCIETY 











They’re 


Three of the latest 


trophy designs from 
R & - 


Color catalogue of complete line will 
be sent on request. From R & L Mfg. Co., 10 
N. 26th St., Kenilworth, N. J. 


Sterling silver men’s identification bracelet 
(2?1S631) comes with rhodium finish, has snap 
closing under shield. 


From Forstner, I! 
Irvington, N. J. 


Bie. 


One of four models in a new line of port- 
able stereophonic phonographs introduced by 
3ulova Watch Co., Inc. All units feature dual 
channel amplifiers and are designed for auto- 
matic intermixing of records of different sizes. 


Line retails from $99.95 to $169.95. 





America’s lowest 
keystone...on the 


new low-priced line 











THE CRUISER — Waterproof* 17-Jewel Swiss. Shock resistant. 
Anti-magnetic. Chrome plated top, steel back, unbreakable 


balance staff and mainspring. Strap. 
Keystone Retail 


$24.80 $19.95 


THE CATALINA — Waterproof* 17-Jewel Swiss. Shock resistant. 
Anti-magnetic. Chrome plated top, steel back, unbreakable 
balance staff and mainspring. Strap. 


Keystone Retail 


$24.80 $19.95 


i" 


17-JEWEL SWISS MOVEMENT 
NATIONALLY ADVERTISED 


Sure, $19.95 is a realistic price for your customers. But 
how. out you? Why paymoreand make less—when you can 
pay less and make more! CROTON gives you a fine Swiss 
17-jewel nationally-advertised watch—with waterproof*, 
shock-resistant, anti-magnetic features — priced from 
$19.95, and still offers the lowest Keystone in America! 


THE CATALINA/B — This luxurious watch, with all the same 
practical features women look for, plus the added beauty of 
quality stainless steel expansion bracelet. Keystone Retail 

$26.80 $24.95 


co f = 
SOY TV ed. Ya 
' De le <<. ae THE CRUISER/B — The same slim lines and all the appealing 
sales features, plus a luxurious stainless steel expansion bracelet. 
Keystone Retail 
$26.80 $24.95 


All watches delivered Boxed, ready for immediate delivery. 





TAKE ADVANTAGE OF THE 
LOWEST KEYSTONE 
IN $19.95 17-JEWEL WATCHES! 


Here’s the line that can turn doldrums into dollars! 
All Croton Watches are delivered complete with box, 


carton and guarantee certificate. 


CROTON WATCH CO., INC. 

404 Park Avenue South, New York 16, N. Y. 

Please send me immediately the following new Croton Watches: — 

QUANTITY WATCH KEYSTONE RETAIL 
Cruiser (with leather strap) $24.80 $19.95 
Cruiser/B (with expansion bracelet) 26.80 24.95 
Catalina (with leather strap) 24.80 19.95 
Catalina/B (with expansion bracelet) 26.80 24.95 
Golden Corsaire (with leather strap) 29.80 29.95 
Golden Corsaire (with expansion bracelet) 31.80 39.95 
Golden Lady 2/D (with cord) Wht. [7] Yel.[] 31.80 29.95 
Golden Lady 2/D (with brac.) Wht.[] Yel.[] 33.80 39.95 


— 
If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. If not, send check with order. 
SUID: acsearle iain catia aa 


(please print, 


Store Name 

Address 

SE 
JCK-12 





BE THE FIRST 
TO OFFER THESE VALUES 
IN YOUR NEIGHBORHOOD! 


No Postage Required — Rush your Order! 


BUSINESS REPLY MAIL 


NO POSTAGE STAMP NECESSARY IF MAILED IN THE UNITED STATES 


POSTAGE WILL BE PAID BY: 
CROTON WATCH CO. 
404. PARK AVENUE SOUTH 
NEW YORK 16, N. Y. 





.2:0n new low priced CROTON Watches! 


THE GOLDEN CORSAIR — Waterproof* 17-Jewel Swiss, in natural 
gold color case, stainless steel back. Shock-resistant. Anti- 
magnetic. Unbreakable balance staff and mainspring. Strap. 
Keystone Retail 
~ $29.80 $29.95 


THE GOLDEN LADY~ 2 Diamonds. 17-Jewel Swiss, in natural 
gold color or white case. Steel back. Cord. 


Keystone Retail 


$31.80 $29.95 


only’ )Q” 


17-JEWEL SWISS MOVEMENT 
NATURAL GOLD COLOR DESIGNS 


Jewelers know the magic appeal of a gold color watch. 
Particularly with a low retail of just $29.95, the price 
level most-demanded by yourcustomers. And your profits 
will be everything they should be! Just note the attrac- 
tive Keystone prices offered in this new CROTON series. 
Make the most of these great promotional watches! 


THE GOLDEN LADY/B — 2 Diamonds. With natural gold color 
Keystone 


or white expansion bracelet. 
$33.80 


THE GOLDEN CORSAIR/B~— With natural gold color expansion 
bracelet. 
Keystone Retail 
$31.80 $39.95 | 
—_—_—_-» 








*Providing case unopened, crystal and crown intact. 


CROTON Watch Co., Inc. 404 Park Avenue South, New York 16 











She Kosary of the Wlonth : 


Catamore Rosaries . . . handsomely crafted of pre- 


cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 


bound to increase—and profitably. 


y ov 
r ¢ Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R315/74-470 $9.40 


Oval corrugated beads, 
hand engraved cross and 


center. 














WANT TO SELL A SERVICE, 
OR A 


PIECE OF EQUIPMENT 
TO THE RETAIL JEWELER? 


JC-K's Jewelers’ Directory, 
to be published mid-!1960. 
should be an important part 


of your selling program. 


JC-K JEWELERS’ DIRECTORY ISSUE 


A Chilton Publication 
Chestnut & 56th Sts. 


Phila. 39, Pa. 








They re New... 


Miniature college seal charms in 14K gold 
are designed to be worn singly or in clusters 
on bracelets or on neckchains. Available for 
most four-year colleges in the country. From 
College Seal & Crest Co., Cambridge, Mass. 


English style 18th century mantel clock 
(850/3181) has Westminster chime, eight-day 
pendulum movement. Case is dull finished ma- 
hogany, ornaments are embossed brass. Also 
available with walnut case. $59.95 retail. From 
Kienzle Co., 102 Fifth Ave., New York. 
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Croton Nivada Grenchen’s “Celebrity/M,” 
fashioned in 14K gold, is self-winding, water- 
proof and shock-resistant. Comes with un- 
breakable balance staff and mainspring. With 
strap, $100 retail. 





A CONNOISSEUR’S 
COLLECTION 








HAND CARVED 
MA. CHED 
WEDDING RING 
SETS 





The new Fail line of Barel Bridal 
Matched Wedding Ring Sets features 
a connoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Bare! tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Barel Bridals are your 
formula for fast turnover and increased profits. 





Available in a large selection from modern simplicity to the 

more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 
»_, adorned with brilliant diamonds. 

The Bareil signature 03 appears in the shank of every ring, 

to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 

Free mats available upon request. . 

DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS a he , 
bd 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I, N.Y. 
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Herman D. Page, Prop., Page’s Jewelry, Portsmouth, N. H., says: 


“Our Yellow Pages advertising provides the 
life-blood of our business —new customers!”’ 





CERTIFIED Ry cemorocist 


Registered Jewelers My American Gem Society 


Oval Elegance 


by 
Latere Kapiae & Sons 


| DIAMONDS | 


Tel.-GE 6-0526 
105 CONGRESS ST. 


PORTSMOUTH, N.H. 














“Any store must have a constant group of new 
customers. And in this area, with many Air 
force people moving in and out, vacationists 
coming and going, there’s a constant source 
of new business. We’ve found that the best 
way to reach it is through the Yellow Pages. 
There’s no other way for local dealers to locate 
local prospects more easily!” 


Locate new prospects in your selling area... by 
helping them locate you! Build AWHERENESS 
for your business by planning a Yellow Pages 
advertising program now! Call the Yellow 
Pages man at your local Bell telephone busi- 
ness office for details and assistance. 


Mr. Page uses Yellow Pages to identify his store as 
Portsmouth’s exclusive Oval Elegance headquarters 
...to remind residents to shop at Page’s when they 
want quality. This display ad (reduced) does the job. 


Nothing builds business like AWHERENESS — and nothing builds AWHERENESS 
like the Yellow Pages — the buying guide that tells people WHERE to buy. 
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Sterling silver brandy flambe 
spoons fit securely on the cup, add 
that “elegant touch” to any meal. 
Spoons come gift boxed. $10 per 
From Gorham Co., 


pair, retail. 


Providence, R. I. 


“Colonial Times” (2D71), Gen- 
eral Electric-Telechron battery op- 
erated clock, features early Amer- 
ican styling. Federal eagle is gold 
colored with antique finish. Clock 
is 18” high, 13” wide. $49.95 re- 


tail. 


Sterling silver cuff link-tie clip 
Anson (5160G5) features 
stripe design on a linen 
background with em- 
Set, $7.50 retail. 


set by 
bright 
textured 
bedded crystals. 


FMBER 19459 





IF IT’S NEW HILTON HAS IT 


NOW... for the FIRST TIME! 


wrxrom presenta n (D/_) Oued... 


HERCULES — Built for strength 
and precision. Every feature maste! 
watch-makers can design! 

JEWEL INCABLOC shock pro- 
tected movement. AUTOMATI! 
self winding. GUARANTEED 
WATERPROOF under all condi- 
tions! Yellow gold plate case with 
stainless steel back imported com- 
plete from Switzerland, truly makes 
this a masterpiece. Radium dial 
and hands. Sweep Second hand. 


Unbreakable crystal. 


Ve) 





THE ORIGINAL “MISSILE” WATCH 
POPULARLY PRICED 
Pat. Ne. 184270 : 

° | , for Ladies and Gentlemen 
Something different in the way of a beautiful Watch, 
lol ladies and gentlemen. tvpifying the space age. 
An original missile model that will appeal to style 
const ious America. 17 Jewel HILTON movement. 
in Yellow or White. Available in Swiss 10 Micron 
Gold Filled. 

PLEASE CONTACT YOUR NEAREST D'!STRIBUTOR. 








SIONEY WATCH CO, HILTON WATCH CO. NATIONAL WATCH CO. 
76 West 47th Street 29 East Madison 424 South Broadway 
New York 36, N. Y. Chicago, Ill. Los Angeles, Calif. 


IT PAYS TO FEATURE THE COMPLETE HILTON LINE FOR STYLE AND QUALITY 


A COMPLETE SWISS IMPORT. 


HILTON 


Your customers have seen WATCHES advertised in leading magazines. 
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NORTH ATTLEBORO, MASS. 


WATCHBANDS INC. 





BAND 


YOU CAN'T 
BEAT 


A quality-constructed band 
certain to appeal to the widest 
possible range of tastes. Rich 
genuine reptile leather con- 
trasts with mirror like metal 
in a fast moving sales winner 
featuring replaceable links for 
easy adjustment and comfort- 
able fit. 

Available in 1/20—10K Gold 
Filled tops or Stainless Steel. 
Each guaranteed band is hand- 
somely packaged in an attrac- 
tive Mark VII display package. 
See how Watchbands can be- 
come a profit producer for 
you. 























ASK YOUR WHOLESALER 
TO SHOW YOU OUR 
COMPLETE LINE 





§23 MT. HOPE ST. ° 
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STOCK BOXES 


WITH A 


Custom, [resigned 


LOOK 


Now stock jewelry packaging 
with a “personalized” look. A 
wide assortment of over 80 
styles, each designed to compli- 
ment YOUR merchandise. 


Shown is one of our most popular 

metal boxes. Attractively fin- 

ished in imitation leather, this 

handsome box is perfect for 
ladies’ jewelry. 

Send for our current cat- 

aiog illustrating our 

complete Stock Line 

available for IMME- 

DIATE DELIVERY. 


We will gladly design 


your own specialized 








BOX COMPANY) 





ATTLEBORO FALLS, MASS. 


Thev re New... 


Golden-hued “Tropical Star,” Dirilyte’s new 
flatware pattern, is highlighted by stars etched 
in the handles. From Dirilyte Co. of America, 
Inc., Kokomo, Ind. 


jewelry box by Farrington has 


to hold ornate 


“Pandora” 
double-depth 
bracelets, features over 600 square inches of 
adjustable. 
2500 EI- 


drawers large 


partitioned Dividers are 
$29.95 retail. 
liott Ave., Seattle 1, 


space, 
From Travelgard Co., 


Wash. 





35B) has 7 jewels, 
features gold col- 


$16.75 


(2712 


movement, 


Bracelet watch 
shock-resistant 
ored case and face with black markers. 
retail. From Oris Watch Agency, 15 W. 37th 


St.. New York. 
















Feature-gio Pat 





4 extra diamonds set 
partially beneath the 
girdie of the center dia- 
mond add thousands of 
extra sparkling high- 
lights. Diamond looks 
larger, more brilifant! 








222774231 








D)felreliteMib4-MelileM lalilielia-M-ulirelila se 
as never before! This new Feature-glo 


“Circle of Brilliance”* is Feature Ring's contribution 
for today’s trend to round settings. .@ 
130 WEST 46th STREET, NEW YORK 36, N.Y. 
WORLD'S LARGEST MANUFACTURER OF INTERLOCKING 
ENGAGEMENT AND WEDDING RINGS FOR DIAMONDS 


a mass of fire... : 
a diamond in all its glory! 4 











They're New... 





Season’ S 
K» 
 Cietun RA 
6M pe 
ies 


WHOLESALERS 
ACROSS THE 
COUNTRY 


Cordless “Miracle Clock” is said to be the 
only electric clock in the world that will 
automatically compensate for changes in bat- 
tery voltage and gear load. $125 retail, as 
wall clock; $135 as mantel clock. From Ses- 
sions Clock Co., Forestville, Conn. 











Diamond Dials om 


i 
—™ 


and 


ay 


A 


re 
+ 
* Lee Text refise 


x 


manufactured in 14K 
gold and platinum for 
men's dress watches. /* g 


We convert men's orig- z Se West as Pix Aa Available 

inal, plain watch ? gee to Jobbers 
“af i , 

Soe: te ’ & Wholesalers. 


diamond dials. : — | = 
F. RIEGER & SON | Hamilton’s newest electric watch, “Uranus,” 
2 W. 47 St., N.Y.C., N.Y. | has yellow 10K gold filled case, comes with 


JU 2-4767 | expansion band. $110 FTI. 


: 


Y 

















ie 
3-5 18.00 K. 856-$14 00:K 
rns _— DRi72)-$40.00'K. 


: oe > vie 
j 
1354.$32.00K. | 876~—$24.00 K. 


WILLIAM & SIDNEY SPECTOR inc. “Cellini” white gold filled bracelet for men 


importers of cultured pearls and is topped with a sterling plate, features alter- 


manufacturers of cultured arl jewel nate waves of white burnished metal and 
é a ry Florentine finish on the band. $9 Keystone. 
Write for Brochure | From Flex-Let Corp., 580 Fifth Ave., New 


22 E. 49 ST., N.Y. 17, N.Y. Plaza 3-2032 | York. 


1311-$10.00 K, 


JEWELERS’ CIRCULAR-KEYSTONE, DECEMBER 1959 











FROM 
THE WATCHMAKERS 
OF SWITZERLAND 
REGIONAL 
MERCHAN DIZING 


COCCCOLOEC Ee al 


STS Crores te ere ST ET OT 


-GREETI NGS 


\ 
edd Gensnal ee uk vs 
SPSS SSS ar 


n THE WATCHMAKERS OF SWITZERLAND 
e c/o Suite 1105, 730 Fifth Ave., New York 19, N. Y. 





THE CULTURED PEARL 


fashioned 
and 


presold by 





























in cultured pearls 


the pest known. 


\ tachinnc 
VeIry TaSNiOns. 


~~ ' 


zed and advertised. It’s Imperial... with ta 


-~+ +/, { ta ne £ eran i IT (a! 7. . 
ot get the facts now from your Imperial repre 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 


NEW YORK: 681 Fifth Ave f Bh: § Nab - 7: )ETRO )] v higar eater Bidg. LOS ANGELES (Beverly H 3) 9441 Wilshire Bivd. « TOKYO: 2. 3 





.etat 
> 


eye 


ae, 


CARRIAGE TRADE 
QUALITY 


3 years... the finest of materials and the most meticulous 
craftsmanship . . . these are the “secrets” that give Whiting & Davis 
bags and jewelry their unique reputation. 
For these reasons, too, the Whiting & Davis line represents a uniquely 
profitable and prestige-build’ ¢ opportunity for the carefully selected jewelers 
who most successfully handle its distribution. 


WHITING & Davis Company. Inc. ..... . Plainville. Massachusetts 


Hand in hand with fashion since 1876 





A 
GREAT 
NEW 

STAR 
Is 
BORN... 


ap lll 
Sale 
ee 


ait MO? DANG snscrnen 5 72 
A es y A . Beautity: 


i ROW iook 
% " Bamonds 


ADVERTISING like this in pages and half pages 
in compelling color and black and white helps 


you sell this revolutionary new setting. “Evening 





Star’ is featured in America’s best-read maga- 
zines: LirE, PHoTOPLAY, SEVENTEEN, MADE- 
MOISELLE, Goop HOUSEKEEPING, BripE’s MAc- 
AZINE, BripeE & Home, MoperRnN Brine,’ TEEN. 


PROMOTE “EVENING STAR'* IN YOUR STORE WITH THESE MERCHANDISING AIDS: 
Dramatic displays Tie-in literature. A beautiful full-color folder Newspaper mats. > 
your windows, istomers will see at a glans rhe pl th drama. romance and prestige ot own- umn mats will show “'} 
cent “Evening Star. pape rs. With pl ice f 


i 


revolutionary 


& new 'OGK 
i i Baemonds 
notte SY ge 
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Artcarved 


FN GA GEM EN T 





RIN G 


THE BIGGEST NATIONAL 
ADVERTISING CAMPAIGN EVER 
RUN ON A NEW RING STYLE 


It’s the new star of the Artearved line . . . the most spectacular 


success story of a diamond ring design in the past 50 years Ever 


- APE OL Oa ak S 
ENELEL 


since jewelers first saw Artcarved 's revolutionary new-look setting. 


ey ok 


TY 
ras as 


this summer, they would consider no other diamond style. They 
bought it on sight. For this exeitingly different design frees the 


diamond from its deep setting... makes even a small diamond look 
far bigger and brighter. 


Reson? 


(nd now for the first time in the history of diamond selling, al! 


the fabulous beauty of one particular diamond ring style is backed 
up with a spectacular array of national advertising. And response 
to these dramatic ads has been overwhelming. Customers are clam- 
oring for “Evening Star.” Jewelers are asking for the privilege 
of carrying this new style. And, to keep up with the steady demand 
i complete line of jewelry items rings in every wanted cut. 
pendants, necklaces, earrings, tie tacks . . . are being offered. 


Naturally. all “Evening Star’ items are backed with the famous 


{riearved Permanent \ alue Plan fuarantee, 


le; 4 ity 


w vou can make Artcarved s newest. loveliest style pay 
off for vou this season. An Artcarved representative will be clad to 


explain the benefits of an Artcarved franchise in your area (if 


vailable). For details. write to Sales Manager. J. R. Wood & Sons. 


Ine ae 216 2 ix] th Street New York | /. \. \ 
New TV and radio material. »pot —- 


L« 4 
te vey 


| 
i . 


Ask your Artcarved representative or write 
our home office for full details 


MmMeEMWAE fF 


J. R. WOOD & SONS, INC. rs 


216 East 45th Street, New York 17, N. ¥ 
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TELEVISION 


“MEN INTO 
SPACE” 


Starring 


WILLIAM 


LUNDIGAN 


CBS TELEVISION NETWORK 


Coast-to-Coast 


Dramatizing 

the unfolding story of 

the exploration of the universe, 
“MEN INTO SPACE” 

chronicles man’s greatest adventure. 

25 million viewers will 

see these thrilling programs on 
Wednesday evenings 

















a 


.GREATEST OF ALL 
ADVERTISING CAMPAIGNS 
FOR A WATCH OF FINEST QUALITY 

‘. 4, 


TELEVISION 


“ONCE UPON A 
CHRISTMAS TIME” 


FULL-HOUR SPECTACULAR 
NBC TELEVISION NETWORK 


Coast-to-Coast 
WEDNESDAY EVENING 
DECEMBER 9 


Featuring an all-star cast 
with such outstanding personalities as 


CLAUDE RAINS * KATE SMITH 
CHARLES RUGGLES 
MARGARET HAMILTON 


and many others. 


Supported by the 
LEONIDOFF CORPS DE BALLET 
THE COLUMBUS BOYS CHOIR 
THE LONGINES SYMPHONETTE 


and 
THE WITTNAUER CHORALIERS 


A beautiful Christmas story 
woven into one of the all-time great 
productions of television, 
produced by and for 
Longines-Wittnaver exclusively 


ae 





SATURATION 
CAMPAIGN 


CBS RADIO NETWORK 
Coast-to-Coast 


Two daily news broadcasts, 
Monday through Friday 


with 
WALTER 


CRONKITE 


and 
ERIC 


SEVAREID 


NBC RADIO NETWORK 
Coast-to-Coast 
22 ‘‘Monitor’ news programs 
every weekend, plus saturation 
announcements on selected weekends 


PLUS MAGAZINES, SPORTS AND SPECTACULARS, DISPLAYS, ETC.,ETC., ETC. 


More than ever this Fall and Christmas. 


LONGINES will be the watch of highest 


demand and prestige among all watches of finest quality. 


Long Mes Vite MIU Wut ch bic Vy 


LONGINES-WITTNAUER BUILDING ° 


; Maker of Watches of the Highest Character 


NEW YORK 36, NEW YORK 
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AXIOM the china 


a IS AN 


ind glassware trade, savs the Neu 
York Herald that “Mr. 
Kramer knows need be 
fore they need it.” 

Vir. Kramer is Kramer, 


and he has been the friend and con- 


Ty rbune. 


what they 


(,eorge 
fidant of three generations of shop- 


at Titlanv & Co. The head of 


its china and glassware department, 


pers 


he has. at 68. no intention of retir- 


looking 


veneration. 


ing: instead. he is forward 


to serving a fourth 
The greatest change Mr. Krame: 
the last 55 


he started with Tiffany 


has seen in years, since 
as a page In 
1905, is in mothers. “You expect a 
bride to have trouble making up he: 
mind.” he said. “That's the way it 
used to be and that’s the way it is 


today. But. nowadays. mothers are 
equally confused, often more so than 
their daughters. 

“The 
talking and knew exactly what she 


had 


they dont seem quite as sure.” 


mother used to do all the 


needed to start a home: now 


Even with all his vears of experl- 


ence. Mr. Kramer has no universal 


ormula tor solving the problems o 
f la f | g tl | hI f 


SPEAKING OF THE JEWELRY TRADE 


pattern selection. Generally, he ad- 


vises whichever the bride 


patterns 


seems most likely to use and enjoy. 


W 


ers. Denver. Colo... vou wouldn't know 


HICH TWIN SELLS THE DIAMONDS / 


If you stopped in at Twin Jewel- 


whether it was Hal or Morey Langert 
Not 


divide the 


VOU. unless 


the, 


who came to oreet 


youd heen told how 
work. 
These 


as jewelers in 


Vil | Z| 
by . 
» _ 
. oe. * : 
° ‘5 
OG ie 


brothers. who joined forces 


1946. are identical 





twins. They look almost exactly alike. 
But. they don’t think alike! 

In fact. during the first few vears 
of their partnership, the twins had 
disagreements aplenty over all sorts 
of business decisions. 

“You 
that way, says Morey. “Besides, we re 
really fond of 


The best solution. they decided. was 


cant get ahead in business 


each other.” 


to divide responsibilities, right down 


watch 
clocks, 


all men’s jewelry 


took 


items 


the middle. Morey 
making related 
watch bands, parts: 
and gift items. Harold became “king” 


Ove} 


and 


in the diamond. fashion jewelry and 
precious metals departments. 

That 
haven t had a serious argument since.” 


Mavbe father-son 
the ones who find it difheult to 


was ten vears ago: and “we 


ieweler combina 
tions 
and “mature points 


recone ile voung? 


of view—could work out some similar 
scheme for keeping out of each other's 
hair. 

SOTTIC- 


MAD: Satire. 


be the highest form 


YEMS 
J 


FROM 


times. may 


of compliment espe ially when it 


comes from Mad Magazine. ‘Tip to 
any oldsters who may not be _ per- 
sonally acquainted with that extra- 
Vad is the 
favorite magazine of 43 per cent of 


And 
the 


ordinary publication: 
the nation’s high school kids. 


it's tops with 58 per cent of 
collegians. ) 


Vad 's 
the DeBeers 


December issue singled out 
campaign 


its back 


advertising 

for burlesque treatment on 

cover. 
The ad - olor 


featured a four 
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Dear Friends: 
How much is a good customer worth? 


We don't weigh our customers in gold, nor in 
diamonds....nor do we appraise their value on 
the amount they buy from us. 


In our way of figuring, a good customer is an 
account who has pride in his status and his re- 
sponsibility as a retail jeweler....who puts a 
high price on such intangible items as integrity, 
sincerity and service....who is dedicated to his 
job and proud of the merchandise he carries in 
his store, 


For all the above reasons, we value all our 
customers, those who are working every day to 
elevate the standards of our industry and establish 
their respected role in the communities they serve. 


At this holiday time, we are happy to be able to 
say to all of them -- "thank you" and the best of 
all good things for the New Year. 


Cordially, 


COLUMBIA DIAMOND RINGS 
Division of Axel Bros., Inc. 


fin hye 


Ben Axel 


ONE, DECEMBER 1959 





cubist painting of a rain-drenched 
couple gawking at a diamond in a 
show-window. “It is a magic time,” 
the text said. “and they may recall 
it always in the enchanting lights of 
her wedding diamond . . . sparkling 
behind the window pane of the pawn 
shop where they were forced to hock 
it when things got bad. That’s one 
thing you can do when it seems 
like 

“PAYING FOR A DIAMOND IS FOR- 
EVER. 
“Facts About Diamonds.” 


the ad advised: ““When choosing a 


( nder 


diamond it is wise to seek the counsel 
of a trusted jeweler if you can find 
one. 

\s to prices, it quoted these: | 
carat. SSOO to $3000: 2 carats. S3000 
to $o000: 3 carats, $5000 to $9000. 
and 4 carats, $200 to $210. 

“The prices quoted above.” the 
text went on. “are based on buving 
the three smaller stones from a repu- 
table jeweler. and buying the large 
‘hot’ rock from a disreputable fence. 
If you got half a 


figure which is the better deal!” 


brain. vou can 


All of which kidding would seem 
to prove that the DeBeers diamond 
advertising campaign has truly ar- 


rived! 


YLITTER: Have you ever thought 
F of going into the dress busi- 
ness’ It seems to have most attrac- 
tive turnover possibilities. Consider. 
for instance. one of the frocks de- 
signed for Bernice Pons, California 
socialite. 

Its a floor-length evening Lown 


me yards of gold backed 


\ccording to newspape) 


made with 
by jersey. 
accounts, the dress is worth $10.000 
and Mrs. Pons says that it’s surpris- 
ingly lightweight, since the gold is 
in the form of a thin sheet instead of 
threads. 

Virs. Pons wore the dress for the 
first time at the Los Angeles opening 
of the San Francisco Opera Co. on 
Oct. 23. Now she’s about through 
with it. Not that anything is wrong 
with the fabulous gown, but after no 
another two wearings. 


more than 


“evervone will recognize it. she 


said. 


 E iaesamege Time: We've finally 
found out why they're planning 
to send a 30-pound atomic clock into 
orbit—once they perfect an atomic 
timepiece; and they expect to be 
ready at the end of the year. 
Ticking of the clock—24 billion 


times a second—will be radioed to 


earth and compared with the tick- 
ing of an identical clock down here. 
That way. we (the scientists, that is) 
can actually test Einstein’s theory 
that the faster you move, the slower 
moves time. 

Dr. Harold Lyons, inventor of the 
world’s first atomic clock, attempted 
to explain the implications to a New 
Y orker magazine reporter recently. 
He said: “If a person could travel 
to a distant star and back at the rate 
of a hundred thousand miles a sec- 
ond. he’d find on his return that his 
next-door neighbor, whom he sup- 


posed he had left mowing the lawn 


a few days before. had in fact been 


dead for a few million years. 

But that improbable example in- 
volves impossible ito date ) speed. 
The atomic clock under immediate 
consideration will orbit sedately in 
a satellite paced at only 18,000 miles 
per hour. If Einstein’s theory is cor- 
rect, the flying clock will slow down 
at the rate of one second every 6U 
vears. 

Our mental processes stop ticking 
when it comes to Einstein 
Yet, being in the 


entirely 
and his theories. 
jewelry trade. we'll need to under- 
stand it. Someday we may be taking 
orders for atomic watches for space 
travellers. 

Dr. Lyons is comforting, though. 
“Don’t try to understand this just by 
thinking about it,” he says. “The 
only way to get hold of the idea is 
Let the Bird 


of Time (this term for an orbiting 


to follow experiments. 


atomic clock) tell you what it finds 
out, and later you may come to un- 


derstand 





The bride, her tableware 


and the jeweler 


® ON THE FOLLOWING PAGES you 
will see how seven typical jewel- 
ry stores approach the happy 
business of selling dinnerware, 
glassware and gifts in seven dif- 
ferent ways. 

Happy? Yes, happy, because 
jewelers who carry this type of 
merchandise are becoming more 
keenly aware of its important 
role in their profit picture. They 
find that it pays not only in 
pride and satisfaction but also 
in dollars and cents to stock, 
merchandise and promote lines 
which carry a full mark-up, with 
little fear of price-cutting by 
competitive stores. 

Not that these lines are new- 
comers to the retail jewelry 
business. On the contrary, to 
thousands of jewelers they are 
old friends. A survey which this 


36 


magazine conducted not long ago 


revealed that 56 per cent of the 


country’s retail jewelers have 
either a china and glass depart- 
ment or a giftware department. 
And many have both, of course. 
In small cities and large, jewel- 
ry stores of every size are add- 
ing this glamorous merchandise 
to their lines. 

Besides the fact that china 
profit-making, 
there are several good reasons 
for this continuing growth of 
interest. For one thing, they at- 
tract traffic. No woman, what- 
ever her age, is completely in- 
different to the charm of pretty 
She likes to look at 
it, handle it, and imagine how 
attractive it would look on her 
dining table at home. Some of 
these women may be too young 


and glass are 


tableware. 


even to Have homes of their own. 
But they can dream. They can 
wander about in the store, ad- 
miring this pattern, rejecting 
that—but always thinking ahead 
to the day when they will be 
brides. 

The smart jeweler encourages 
them to do just that. He knows 
that there is no better customer 
than the bride who has made up 
her mind about her silver, china 
and glass patterns—and knows 
exactly where they can be 
bought. He also knows, natural- 
ly, that he won’t get all of that 
business unless he carries all 
three of the component parts of 
the table setting. Which is one 
good reason why the number of 
jewelers who carry china, glass 
and silverware will keep on in- 
creasing. 


JEWELERS’ CIRCULAR-KEYSTO! 











All four quarters of year can 
show a nearly-equal sales level 


Activity in chinaware and 


glass is remarkably high the 
vear around. 
As evidence, consider’ this 
chart for crystalware sales dur- 
comes 


ing the past vear. It 


from Mermod - Jaccard - King’s 
new suburban branch at Crest- 


Plaza 


near St. Louis. 


wood Shopping Center 
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ke brua) if 
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Note that all four quarters of 
the vear are very nearly even— 


first quarter, 19 per cent; sec- 
ond quarter, 28.4 per cent; third 
quarter, 27.6 per cent; fourth 
quarter, 25 per cent. No off-sea- 
sons here! 

This Crestwood branch, now 
more than a year old, is said to 
be America’s largest suburban 
jewelry store. It has a staff of 
30 people. 

As one would expect, this is 
certainly among the handsomest 
jewelry establishments in the 
nation. The over-all design is 
contemporary Georgian; cases, 
tables and other display units 
are Caucasian walnut. 

Table settings are changed 
each week, and new window dis- 
plays are installed twice a 
month. Sometimes, when wo- 
men’s clubs are planning a spe- 
cial function, the Crestwood 
store loans a selection of its 


china and glassware. 
All told, the branch carries 
175 patterns of dinnerware in 


30 lines and 85 patterns of glass- 


ware in 21 lines. 


Are 14 patterns too few? 
Not if you’re a good ‘“‘teacher’”’ 


How do you promote a small 
china and glass department in a 
town whose residents have al- 
“big city” 


Ways shopped at 


stores 70 miles away? 
This problem faced Mrs. Mary 
M. Anderson 


“expert” 


when — against 
advice — she opened 
such a department at Anderson 
Jewelers in Ft. Collins, Colo. 
(pop.: 20,000). 

She began by choosing three 
lines and 14 patterns of china 
and a small group of glassware 
—styles that she felt were likely 
to find acceptance in all age 
brackets. Then she bought news- 
paper space to announce the de- 
partment, with its bridal regis- 
tration and special order ser- 
vices for patterns not carried in 
stock. 

But it wasn’t Just newspaper 
advertising that made the de- 


Mrs. Ander- 
son became a school marm. 


partment succeed. 


First, she offered her services 
as a “visiting teacher” for home 
economics classes. But, this 
didn't work out (the 
weren't attentive, and the labor, 


girls 


expense, and damage in trans- 
porting the merchandise was a 
drawback). 

So, aS an experiment, Mrs. 
Anderson invited a class of 40 
girls to visit the store. Every 
from four to six 
classes have come in for “lec- 


vear since, 


tures” on china and glass. The 
are simply questions 
and answers that develop spon- 
taneously as she arranges set- 
tings on six tables. The program 
includes younger groups like the 
Campfire Girls. Half the girls 
had never entered the store be- 
fore. Sales from the class visits, 
while not encouraged, have 
more than defrayed any cost 
involved. 


‘lessons”’ 


With sales three times great- 
er than she expected, Mrs. An- 
derson smiles now—as she looks 
back upon the counsel of sales- 
men and other jewelers who had 
advised against opening a small- 
selection china and glass depart- 
ment to compete with “big 
city” stores. 





Remodeled suburban mansion 
provides colonial decor 


China and glassware are dis- 
played in an informal atmos- 
phere of good taste at the award- 
winning new Towson branch of 
Samuel Kirk & Son of Balti- 
more. Everything is done to pre- 
serve the illusion that the cus- 
tomer is actually in the dining 
room of a fine Colonial home. 

Place settings of china, crys- 
tal, and sterling are arranged 
in traditional dining room table 
settings. Buffet tables add to the 
attitude of dignified, yet infor- 
mal dining. Place settings are 
changed weekly, so that each of 
the 100 dinnerware and 50 
glassware patterns is shown. 

Indirect lighting, wall-to-wall 
carpeting, and an open fireplace 
contribute to the overall feeling 
of gentility and graciousness. 
The department is housed in sev- 


$20,000 from china and giass 
in a community of 7000 people 


“In a small town you must sell 
to the same people over and 
It’s not like being 
reach 


over again. 
located where you can 
new people every day.” 
Douglas Burton. 
There are no more than 7000 
people in his community, Ana- 
Wash., and they can 


So says 


cortes, 





eral rooms on a raised level at 
the rear of the store. All of this 
has been done within the frame- 
work of a Colonial home that 
was remodeled into a store with- 
out losing its charm and dignity. 
While the basic structure of the 
rooms has been preserved, en- 
trances have been widened to 
allow a traffic flow which en- 
courages leisurely browsing. 
The new Towson branch was 
cited by the Baltimore Associa- 
tion of Commerce for its crisp- 


easily drive to Seattle in an hour 
and a half. But in spite of the 
nearness of the big city, Bur- 
ton’s is selling china and glass 
at the rate of $20,000 a year. 

Responsible for this success 
are specific merchandising ideas 
and a new, well-lighted store in 
contemporary design. 

“We have tried to offer our 
customers the same quality mer- 
chandise in the same price class 
that they would find in a large 


























ness of detail and “the happy 
similarity between the product 
being sold and the architectural 
execution.” The Association 
named the branch as a winner in 
its 1959 Architectural Awards 
Contest. 

The Baltimore Sun commented 
that “the Kirk branch store ex- 
emplifies a traditional concern 
for good taste.” The Towson 
branch is in a community of 50,- 
000 people located just beyond 
Baltimore’s city limits. 


metropolitan store. Dinnerware 
ranges from $3 to $49 per five- 
piece place setting and crystal 
stemware from $1.20 to $4.50 
per piece. 

“We offer the same wide di- 
versity -—three lines of fine 
china, one melmac and four 
earthenware for a total of 86 
dinnerware patterns and 30 pat- 
terns of 
pieces. 

‘““And we offer the same or 


glassware, plus odd 


better service—telephone shop- 
ping, free gift wrapping, free 
delivery and either open charge 
or installment accounts.”’ 

The new store is nearly twice 
the size of the old one, and most 


of the extra space is given to 
the china- glassware section. 
Dinnerware is shown against 
natural, unvarnished light ce- 
dar, which 
with the display. 


cedar and beige accented in tur- 


does not compete 


Cabinets are 


quoise and yellow. 





Table-setting contests can 
still get a lot of attention 


Table - setting contests are 
routine for many jewelers; but 
Jones Brothers of Pekin, III. 
(pop.: 26,000) whip up an un- 
usual degree of community-wide 
interest in theirs. 

More than 25 civic and com- 
munity clubs participated in the 
most recent contest, which was 
combined with a fashion show. 
No less than 4.000 people at- 
tended. 

Jones Brothers rented a ball- 
room and bare tables, provided 
by the hotel, were placed in a 
line down the center. From then 
on, it was up to each club to 
choose a theme for its table and 
to select appropriate china, 
glass, sterling, linen and other 
accessories. 


Promotions such as this not 


This suburban branch offers 
selection without inventory 


In the Northshore Shopping 
Center, one of the largest in the 
Northeast, a 
Thomas Long Co. competes with 


branch of the 


50 other retailers by offering the 
same broad selection as does the 
main store in downtown Boston. 

About 20 miles out, the branch 


uses its parent as a warehouse, 


only allow Jones Brothers to 
meet competition in nearby Pe- 
oria (pop.: 118,000), but they 
also prove their value when a 
year like 1958 rolls around. 
Last year, spending was cut 
by the recession. To make mat- 


ters worse, purchasing power 


was further reduced by a long 
strike in the farm implement 
manufacturing industry which 
is concentrated in the area. 
Yet, in spite of these compli- 


especially for the china and 
glassware department. Only one 
or two place-settings in each 
pattern are stocked at North- 
shore; when a customer places 
an order, it is shipped from the 
main store. 

“Single items are in greatest 
demand,” says manager Walter 
Bain, ‘“‘as shower and wedding 
gifts. ... The bulk of the busi- 
ness comes from noon through 
evening, and we must be pre- 


cations, the china and glass de- 
partment showed an increase in 
sales (11%) over 1957. It ac- 
counted for 19 percent of the 
store’s volume and was the only 
department which forged ahead! 

Jones Brothers stresses a wide 
price range and a large variety 
of major brands of china (20 
lines, 126 patterns) and glass 
(7 lines, 42 patterns). Older as 
well as newer patterns are car- 
ried in open stock. 


pared to meet families of shop- 
pers or groups of neighbors who 
come together in one or more 
cars.” 

All merchandise is kept with- 
in customers’ easy reach on 
cabinets topped wih glass 
shelves, or in ivory-colored cases 
built flush with the wall and il- 
luminated with incandescent 
lamps. Each fixture has pull- 
trays—handy for quick, on-the- 
spot demonstration. 

Although the merchandise is 
handled constantly, breakage is 
almost nil. “‘The only losses have 
been figurines,” says Mr. Bain. 
“We did have to place a ‘Please 
do not handle’ sign with them. 

“Different locations require 
different selling policies. The 
pace here is that of relaxed 
suburban living. Customer in- 
spection is more leisurely and 
more thorough than in the 
city. We just let them look— 
until they decide themselves 
what they want.” 





Rear-of-store location 
lets customers choose leisurely 


No man or woman in Elyria, 
Ohio (pop.: 37,000), can fail to 
realize that Brandau Jewelers, 
Inc., has a big, attractive selec- 


tion of silverware, china and 
glass. 

All three types of merchan- 
dise are housed in the rear half 





of the store, but they can't be 
missed from the sidewalk. Rea- 
son: glass doors, and windows 
that almost touch the sidewalk. 

The biggest eye-catcher you 
can see from the street is at the 
far wall—48 dinner plates 
mounted in six rows of eight 
patterns each, reaching clear to 
the ceiling. The plates make 
brilliant contrast with the for- 
est-green background. 

Other patterns—100 in all 
are shown on_ easy-to-reach 
glass shelves, next to the wall 
display of silver flatware. 

Close by, too, are the silver 
hollowware and crystal patterns 
(40 of the latter), likewise 
within easy reach of the custom- 
er. Hooded spotlights illuminate 
the merchandise from 
shining down through the glass 


above, 


shelving. 

Four tables are in the center 
of this area. Because all the 
tableware components are close 
at hand, clerks and customers 
have no trouble selecting this 
piece or that from the displays 
on three sides. Because the sec- 
tion is secluded at the back of 
the store, customers can concen- 
trate, without distraction from 


people bustling to or from other 


departments. 

Table arrangements are 
changed once a week. Some of 
them show starter sets at $6.95; 
others, place settings at $37.50. 

Sales activity has increased 
in this department by 5 per 
cent during the past year. Its 
annual volume now tops $22,000. 


Through Brandau’s front win- 
dows (top), the potential 
buyer sees the colorful plate 
display (center), the set tables 
and the cabinets built for the 
glittering crystal and _ silver 
hollowware (bottom). 





Should You Sell to 


leen -agers on Credit ? 


@® EVERY JEWELRY STORE with a look-ahead policy 
The 
home in a 


wants and seeks teen-age customers. mere 


that voung people feel at store 


fact 
indicates progressive management. 


Because jewelry stores want te CUs- 


or will not 


en-age 
tomers does not mean that they will 


that they should or should not—sell on install- 


by William Wagne r 


cases water wasn’t the only thing that went over 
the dam. 

After building a rather substantial volume in 
teen-age installment sales, a top executive of an 
up-and-coming twelve-store jewelry chain summed 
ip the experience of his firm: 

There is no immediate profit in selling to 
on credit. Long-run results, how- 
ever, Will more than offset current expenses and 
We are going to continue to solicit teen- 
age business and will extend installment credit 
in without asking for 
parental approval or any other kind of guar- 
antor. If a jeweler is looking for immediate 
day-to-day financial gains from teen-age credit 
selling, it is our opinion, based on several years 
of experience, that he will play a losing game 
and be disappointed. Our policy has been and 
wil. continue to be: extend credit conservatively 
to boys and girls who have a healthy home en- 
vironment. 


teen-agers 
losses. 


reasonable amounts 


We feel that the good-will we are storing up 


ees 


for the future will off. Our experience, 
however, leads us to believe that jewelry stores, 
generally speaking, are not equipped to make 


pay 
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ment, or any other credit, to boys and girls who 
cannot be expected to have mature understanding 
of credit and an appreciation of the value of a 
reputation paying 
promptly. 

A lot of water has rone over the dam since the 
pioneering instinct of credit jewelers led some of 
the more daring to experiment with installment 
accounts for high-school] boys and girls. 
sults have been good, even excellent; but in some 


for financial obligations 


Some re- 


successful business ventures of installment sell- 
ing to young people, especially school-attending 
teen-agers. Before engaging in this type of in- 
stallment selling, existing favorable and un- 
favorable factors need to be given considera- 
tion. 


In the Teen-ager’s Favor 


If a teen-ager’s application for credit receives 
the same careful attention that is given to adults’ 
requests for credit, the risk will be a calculated 
one. There always will be the danger that a 
store’s credit personnel will be influenced by un- 
64) 
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Last-Minute 
Check List 
of Yuletide 
kast-Sellers 


® A SUCCESSFUL CHRISTMAS 
SEASON depends on how well a 
jeweler anticipates his cus- 
tomer’s needs in the light of his 
own records, along with his 
knowledge of what is currently 
‘“*hot.”’ 

His own experience is vital 
in any glance back. But the 
sales achievements of his col- 
leagues are just as meaningful. 
There are lines which Jeweler 
A has overlooked—but which 
Jeweler B has found exception- 
ally successful. 

What follows is a check-list 
of merchandise that sold well 
last Christmas and of single 
items which early re-ordering 
would indicate as “hot” for 
1959. 

It may be too late now for 
any jeweler to sit down and 
order large shipments for de- 
livery before Christmas. But it 
is not too late to review what 
he has in stock, find gaps and 
fill them. 

Manufacturers have this last- 
minute advice about styles, price 
ranges and specific numbers: 


In diamond jewelry 

Most popular price range last 
Christmas in less costly bridal 
pairs was roughly between $100 
and $250. Demand was for color 
and cut rather than perfection. 
Customers wanted fancy-cuts, 
even in smaller stones, less than 
a carat in size. This trend has 
strengthened this year. One 
manufacturer said he has sold 
three times as many marquise- 
shapes in 1959 as in any com- 
parable period of the previous 
three years. 

Brilliant is still tops in larger 
sizes. Solitaires at about $500 
retail were biggest volume-get- 
ters in 1958. Pear shapes and 
marquises started really to move 
last year. Some jewelers this 
year are finding it almost im- 


possible to satisfy demand for 
these shapes in higher price 
stones. 

Diamonds set in yellow gold 
was the big story for ’58. It has 
gained rather than lost this 
year, manufacturers believe. 

Expected to be good for ’59: 
Diamond pendants, with volume 
orders going for the more ex- 
pensive styles, many as high as 
$500 retail; watch attachments 
set with diamonds; the diamond 
tie tac for men; more fluid 
mounting in all wedding and 
engagement rings; novel fin- 
ishes for gold. 


Fancy and colored stone rings 

Popular price range shows 
the diamond dinner ring that 
retails from $100 to $200 most 
outstanding during the last 
couple of years. 

Stone rings for the teen, re- 
tailing from $20 to $35, large 
volume-getters, with grown-up 
styles starting a little higher. 
Cultured pearls were No. 1 unit 
sales group in this price range. 

Men’s rings with rubies, hem- 
atite and onyx in the forefront. 

Availability of smaller Linde 
stars has made possible an in- 
crease in orders for Linde rings 
to retail from $79.50 to about 
$200. 

Earliest reports on what’s 
good for Christmas ‘59 show 
white gold mountings improv- 
ing in sales; Italian finish still 
excellent in the hinterland; 
men’s rings more active than 
last year. 


Gold jewelry 

The pendant was the out- 
standing sales-getter last year. 
There was a strong trend to 18k 
gold, started in ’57, with cus- 
tomers showing a_ preference 
for this finish over 14k. Multi- 
colored stones with diamonds, 
mounted in 18k gold, were in- 





ordinately important last 
Christmas. 

Pins, as usual, were first in 
demand, ranging from $200 to 
$400 retail. Bracelets, beginning 
about $200, were good in 18k. 
Charms were good, but had 
slackened somewhat compared 
with the previous holiday year. 

Diamond pendants stronger 
than ever for 1959 Christmas. 
The wider selection, it is ex- 
peeted, the bigger the sales. Un- 
usual rather than classic charms 
showing some action. 


Cultured pearls 

Necklaces that retail from 
$25 to $100 and earrings that 
sell from $25 to $50 were and 
still are the volume numbers— 
the bread and butter staples. 

The cultured pearl pendant 
was an outstandingly good num- 
ber for 1958. 

Diamond and pear! pendants 
are outpacing the pearl alone, 
early orders indicate. Graduated 
necklaces in 16-, 17- and 20-inch 
lengths staging a comeback. 


Watches 

The story for °’57 and ’58 
men’s watches summed up in 
one word: thin. Stemwind, self- 
wind, waterproof — customers 
wanted the thinner, slimmer 
models. Round had a _ strong 
edge in shape. 

The petite watch was the 
thing for women last year. Dia- 
mond timepieces were especially 
good. 

There are exciting innova- 
tions in watches. Moving well 
are new shapes for ladies and 
men, offbeat styling, Florentine 
finish in case and bracelet. This 
year will see even more white 
finishes on men’s watches. 

One importer guessed that on 
the basis of orders so far, there 
will be an increase of some 200 
per cent in the sale of white- 


finished men’s timepieces this 
Christmas. Waterproof, sel f- 
wind still musts. The date watch 
and the ultrathin, stem-wind 
dress model for men look really 
promising. 


Watch attachments 

Best sellers under $10 retail 
reigned in ’58 (and still do.) 
Last year’s leaders for men 
were combination leather and 
metal expansions. Gals liked 
them, too, as well as the tele- 
scopic expansion. 

Preferred by men this year, 
makers believe, is the partially 
expandable all metal! band. 
Rhinestone-set dress-up 
and cuff bracelets expected to be 
best sellers for the gals. 


styles 


Gold-filled jewelry 

Twenty dollars retail was the 
price range for pin and earring 
sets that sold best last vear. The 
boxed pendant and earring set 
was an outstanding number 
last year. 

Forecast for "DY Is for cone 
tinued popularity of boxed sets; 
more yellow finished 
set with cultured 
ladies. 


jewelry, 
pearls, for 


Costume jewelry 


Necklace and earring sets in 
colored stones outsold most 
other items last Christmas with 
pins a close second. 

Men’s sets, of links and slide, 
retailing at about $5 enjoyed 
best volume, with unusual im- 


ported stones, priced a. bit 
higher, vying for top honors. 
Pin and earring sets expected 
to outsell other costume Jewelry 
this Christmas. Rhinestones set 
on vellow finishes, the re-emer- 
gence of the bangle bracelet, the 
dressier-than-ever look already 
very active. It’s the larger cuff 
link for men that appears to be 
the sales bonanza. i 
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KYE-LEVEL 


® TWO NEW ITEMS are now be- 
ing offered in the display mar- 
ket which should do much to 
end one of the great frustrations 
of the store window decorator 
... the difficulty in placing indi- 
vidual items of merchandise in 


DISPLAYS 
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such locations and at such an- 
gles that they can be viewed to 
their very best advantage. 

The effectiveness of the most 
artistic and dramatic display 
setting can be ruined by the 
awkward placing of a silver tray 
or a china bowl. The most glow- 
ing copy loses its appeal when 
the carefully lettered card 
stands at a slightly tipsy angle. 

The “Grand Stand” recently 
put on the market by Allied Dis- 
play Materials is a miniature 
lucite display stand which is de- 
signed in such a manner that 
the upright support may be in- 
serted into the channeled base 
and twisted to lock at any de- 
sired depth so that it can sup- 
port articles both large and 
small, bulky and slender, round 
and square, thick and thin—and 


at various angles. This is cer- 
tainly the most versatile stand 
I have seen—smart and neat in 
appearance and properly un- 
obtrusive. They are priced at 
$3.60 a dozen in ten dozen lots, 
slightly more in smaller quanti- 
ties. 

The problem of getting small 
items at eye level is readily and 
dramatically solved when they 
can be suspended from the win- 
dow ceiling, but twine and wire 
can be maddeningly uncoopera- 
tive in achieving such arrange- 
ments. Now Allied Display of- 
fers a barely visible nylon- 
type thread called “‘Suspension 
Thread” that makes mid-air 
display a simple matter. The 
thread comes in three weights— 
No. 8 holds a 4-pound load; No. 
14 supports an 11l-pound 
(both on 200-yard 
about 31.50 a roll); No. 24 will 
carry a 30-pound load, available 
on 100-yard spools at $1.90. All 
weights come in handy, lock- 
dispensing boxes. The 
thread plays out when the slots 
on box lid and bottom match, so 
that it can be used from a pock- 
et, leaving both hands free to 
work. Twisting the box lid locks 
the spool. 

The accompanying sketches 
illustrate display suggestions 
which could make use of these 
new, ingenious and helpful 
items. For further information 
about them, write to Allied Dis- 
play Materials, Inc., 241 W. 
23rd St., New York 11. S@G& 


load 
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China and silverware combine to 
Suggest a ‘“‘Redecorate Your Din- 
ing Table’’ theme. Merchandise 
groupings are arranged on large 
rectangular elevations. Three dec- 
orative picture frames, suspended 
in front of each arrangement, 
spotlight each grouping. Swatches 
of color samples and fake paint 
cans may add a colorful note near 
the copy streamer. 


Winter hospitality suggestions are 
indicated by groupings of mer- 
chandise for various occasions... 
“Tea at 4 to Meet Mrs. New- 
comer’’, ‘“‘Luncheon-Bridge on 
Wednesday’’, ‘Cocktails from 4 to 
6"’, “Dinner at 8'’, and so forth. 
Circular panels of masonite or 
composition board, covered in 
fabric or paper, or painted, hung 
at various heights, support the 
merchandise groupings. Facsimile 
invitations can be shown with each 
grouping. The Suspension Thread 
would probably not show as much 
as indicated in the sketch and 
would give the effect of merchan- 
dise floating in the air. 


To remind your customers that 
the jeweler’s is the place for gift 
purchases all year round, make 
your window background into a 
giant gift box cover, complete 
with festive bow and tag. Arrange 
merchandise on gift boxes in the 
foreground and suspend some 
Star cut-outs with smali boxed 
items on them. Lengths of color- 
ful fabric can be used for the 
ribbon and bow on the. back- 
ground. Cover the background 
panel with a paper resembling a 
gift wrap paper on a larger scale. 
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YOU CAN AFFORD TO ADVERTISE 


by William Scheibel 


he smallest neighborhood shop can use The guarantee can be briefly mentioned, too. 
hulk-rate direct mail and house -to-house circulars The neighborhood jeweler is not doomed to ob- 
1o build service sales. This is sixth in a series livion without blanketing types ot advertising. 
of articles describing “How to Make More Profits Thousands of local watch repair departments ad- 
from Your Repair Department.’—The Editors vertise quite regularly through the mail. Much 
can be done with advertising on regular govern- 
ment post cards (Figure 14). 
® NO JEWELER ever asks whether the service de- If your mailing list is inadequate or nonexistent 
partment should be advertised. All agree that you can buy the names and addresses of family 
advertising is a tremendous asset to any phase heads living within any given area. Such lists 
of the jewelry business. The big questions are may be secured from concerns specializing in this 
rather: How much money should be spent adver- type of business. 
tising the repair end of the business? and, How Material can be mailed under a Third Class 
and when should it be done? Discuss this with Permit obtained at any Post Office. The permit 
100 jewelers and you will get 100 different opin- costs $10 and is good indefinitely. There is also 
ions. At least, that has been the experience on a $20 charge for each year the permit is in active 
which this portion of our study is based. use. Thus, the permit costs $30 the first year but 

As just mentioned, all retailers agree that ad- only $20 per year thereafter. It entitles the holder 
vertising is desirable. But many neighborhood to use a printed square marked “Bulk Rate U. S. 
jewelers complain that they cannot use news- Postage Paid.” The charge is 2¢ per card or en- 
papers, radio or television. They 
cannot afford advertising that 
blankets a wide area when they 
can attract traffic only from the 
immediate vicinity. 

However, jewelers who are 
centrally located or who operate 
a chain of stores scattered over 
a community can—and do—use 


all of the above-mentioned forms iF You HAVE A WATCH You CHERISH 
of advertising to good advan- READ THIS CAREFULLY / 


tage. Every advertisement run 
by such an organization should . To acquaint you with the expert workmanship of our 
allot a fair share of space or +: Scienti ficalhy Equipped Watch Repair Department 
time to the repair department. ey we make this special offer for }0 DAYS ONLY: 
This is essential if the store | £ YOUR WATCH COMPLETELY OVER HAULED... 
hopes to increase its watch sales. = presi on ae $750 

Every ad should include a few ALL FOR THE ONE LOW PAKE OF om 
words extolling the virtues of SCIENTIFIC ALL WORK GUARANTEED ONS VEAR 


WATCH 
the jeweler’s repair service: the MAKER WESTWOOD JEWELERS 
— ntonatnns or = on B9IG WESTWOOD AVENUE 
expert professional care given Except Patek Pillipa, _chrono- NEXT TO ASP MARKET 


meter self-winding repeeter, 
to each watch brought in, the | ee eee BRING THIS CARD WITH YOUR WATCH AND GET FINE BALL POMTT PEN . 
prompt and dependable service Figure 14. Post cards can be mailed bulk rate at 2¢ each. 


rendered, the moderate charges. 
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velope when this material is mailed at the post 
office. Each such mailing must include at least 
200 pleces. 

Using a bulk mailing permit makes it possible 
to blanket a given area with cards or circulars 
by simply addressing each piece like this: 

Occupant 
894 Lincoln Rd. 
Phoenix, Arix. 


This eliminates the need for actual names; it is 
only necessary to show street addresses. 

If an average mailing were 1,000 cards or cir- 
cular letters, the postage would be $20. This is 
a saving of $10 below the cost for regular 3¢ 
government post cards or for mailing material 
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Some retailers use special! offers like this, 
usually “‘during this one week,’ to keep 
their service departments busy. 


A department store advertisement featur- 
ing a watch check-up and overhaul pro- 
motion. Note guarantees on work and 
mainspring. 


in unsealed envelopes. Four such bulk-rate mail- 
ings during the year would represent a postage 
cost of $80. 

Four thousand post cards with copy and lay- 
out (as illustrated in Figure 14) can be printed 
for about $60. This includes printing the indicia, 
or postage mark, on the address side. If you use 
bulk rate precancelled stamps (also 2¢ apiece) 
the indicia need not be printed on the card. Nat- 
urally, printing costs vary, depending on local 
competitive conditions. To decide whether indicia 
or precancelled stamps are more economical for 
you, compare the printer’s charge for the indicia 
to the cost of labor involved in stamp-sticking. 

Using the figures shown above, it will cost close 
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Treasured beyond all other gifts 


Passport to memory and to your bright tomorrows, this diamond ring 


. . 
will always be most shining symbol of your anniver- 


sary. No other gift has such enduring life. “A diamond is forever.” 


lk P memorabl 


le that special anniversary, or 


i the pirth ota 


1 child, or any significant event 











for 


more 
diamond 


“es DIAMOND 
GIFT 
BOOKLET 


Use this booklet — promote your 
diamond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 


to customers and prospects. 


This handsome, interesting 24-page 

booklet, “You Can Give a Diamond.” promotes 
the idea of giving diamond gifts for 
important family occasions. It emphasizes 

the enduring emotional significance and the 
enduring value of diamond gifts. and it 


gives ideas and information on choosing them. 


L se this persuasive sales piece to promote 
vour diamonds for gift sales. Have stacks on 
your counters to give away. Enclose it 

with your bills. Plan special mailings to 
new prospects — business executives, 
professional people, both men and 


women —in your city. 


Cost for the booklet is $7 per hundred. 

for your imprint, add $3.50 for first hundred 
and $1.25 for each additional hundred. 

If your store is in New York City. add 3°, 

sales tax. Order from Diamond Promotion 
Dept.. The Reuben H. Donnelley Corp.. 

230 East Sandford Blvd... Mount Vernon. N. Y. 
Please ene lose check Or money order. 
{dvertising promoting the Engagement Diamond 


} 


Diamond Gift advertising (shown opposite) is promoting Tradition ts working for you in The Saturday 
gift sales for your diamonds in Time, Newsweek, Evening Post. Look. Reader's Digest —tie in—keep 
The New Yorker, Town and Country, National Geographic diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 
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TURQUOISE 


Some of the oldest jewelry 
in the world was set with 
December’s birthstone 


by Dr. Frederick H. Pougl 


(se mological ( ‘onsultant ae J ¢ a 


A piece of turquoise in matrix stands to the 
left of a finished work, an 18th Century 


Chinese Goddess of Mercy. Picture from the 
American Museum of Natural History. 


@ NO STONE of the birthstone list is more richly 
endowed with history and tradition than the 
turquoise. An Oriental proverb says that ‘a tur- 
quoise from a loving hand brings happiness and 
luck.”’ Legend says a turquoise seen by the dawn’s 
first light insures happiness all day. Like emer- 
ald, it was thought to have a restful color for the 
eyes, though a change in hue was thought to 
augur ill fortune. 

One of the oldest known bits of jewelry, a 
bracelet found on the arm of the mummy of 
Queen Zur of Egypt, the wife of the second ruler 
of the First Dynasty, is set with turquoise. The 
stones came from the Sinai Peninsula about 5000 
or 6000 vears ago. The deposit was so thoroughly 
exhausted by the work of Egyptian slaves that 
modern efforts to operate it with machinery have 
proved fruitless. 

Turquoise is one of those colorful translucent 
and opaque stones which have appealed to man 
since ancient times. Soft in comparison to dia- 
mond and ruby, such stones are easily shaped and 
are attractive in color just as they are found. 
Brilliance and fire in gemstones had to wait till 
man learned to shape and smooth them, but the 
colored opaque stones demand no such technical 


skill. 


A Desert Product 

Turquoise is a copper-bearing aluminum phos- 
phate. Like opal it is a secondary mineral; one 
that forms in veins, seams and pockets near the 
surface of the earth. It results from the attack 
of rain water that slowly breaks down hard 
stones like lava and granite to change them into 
soil, a process known as weathering. 

Most turquoise comes from desert regions, 
where weathering is relatively deep. There, sur- 
face waters can sink further into the rocks; and 
the solutions are sparser but richer in the salts 
they pick up from the decomposing minerals as 
they descend. Little turquoise has ever been 
found where the rainfall is up to what one would 
call “normal.” 

The copper content of turquoise is less than 
10 per cent. Nevertheless it is enough to put tur- 
quoise in a rare class of gem minerals with a 
name beloved by gemologists who try hard te 
sound scientific. It is called “idiochromatic,” a 
polysyllabic word created to describe gems in 
which the color is caused by an element that is 
an essential part of the composition. (Rubies and 
sapphires, corundum gemstones in which the pig- 
ment is non-essential, are called “‘allochromatic.”’ ) 

The physical properties of turquoise are: R.I. 
about 1.62, a density around 2.7 and a hardness 


(please turn to page 62) 


DECEMBER 1959 


u < 





reAsured 
TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements. 
Attachments are also 


available separately. 


551 Fifth Avenue, New York 17, N. Y. 
Phone—MUrray Hill 7-0457-8 





Appraise diamonds? 
You can't afford not to 


by Gladys Babson Hannaford 


® ONE THING IN THE DIAMOND TRADE that con- 
founds and confuses the consumer is the subject 
of appraisals. Where to go for appraisals; why 
some jewelers will appraise but many more 
won't; why a jeweler asks what an appraisal is 
for, why appraisals vary—these are a few of the 
reasons for the confusion. 

If you are one of the majority who refuse to 
appraise, consider this: The average consumer 
sees only two possible reasons for your refusal: 
Fither the business of jewelry appraisals is com- 
pletely phony or you don’t appraise because you 
can’t. If you can’t, then logical reasoning asks, 
“Do you really know diamonds? Is your store a 
safe place to buy?” If you do, then the con- 
sumer may wonder why your appraisal doesn’t 
agree to the penny with that of another jeweler. 

If a man has a parcel of real estate appraised 
by two different firms and there is some differ- 
ence in valuation, he will feel no surprise and 
will probably accept as correct the figure most 
favorable to him—the lower one if he is buying 
or the higher one if he is selling or wants a loan. 
But a similar situation with a diamond seems 
to leave him bewildered. 

To befuddle him further, a jeweler may ask 
what type of appraisal he wants or what he 
wants it for. One woman told me the jeweler 
inquired whether the appraisal was for insur- 
ance or whether she was selling the diamond. 
She asked me why there should be two values. 
I explained that the insurance figure was based 
on the current retail cost of replacement. If she 
wished to sell, a jeweler would not pay her more 
than he could buy the diamond for in the whole- 
sale market. 

I added that there was a third type of ap- 
praisal on estates for tax purposes—the break-up 
value a wholesaler would place on the jewelry 
since, in the settling of estates, much jewelry 
must be sold in this manner. All of this seemed 
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You’re suspect— 
if you don’t 

do appraisals. 
“Does he really 
know diamonds?” 
customers will 
be wondering. 


logical to her. She said, “Why don’t jewelers 
explain so we can understand?” 

Obviously, the lack of consumer education in 
this field works to your disadvantage. Appraisals 
come under the head of service (for which a 
charge should be made, of course) ; and you must 
ask yourself whether you are giving complete 
jewelry store service if you refuse. My own feel- 
ing is that appraisals and an explanation of ap- 
praisals can build consumer confidence. 

Sometimes you will be asked to appraise a 
diamond sold by a competitor. If you place a 
higher valuation than the purchase price, you 
are, in effect, saying that your competitor is 
giving a better value. But if he is, shouldn't you 
know about it and find a way to compete rather 
than closing your eyes to it? 

Mounted diamonds are not easily appraised 
with accuracy, but this can work to your advan- 
tage. You gauge the diamond to determine its 
weight. In a diamond from half to three-quarters 
of a carat, you can be three or four points off, 
in larger diamonds even more. At certain 
weights, the difference may put the diamond into 
another price-per-carat category. There can be 
inclusion under a prong or a girdle effect. In 
some mountings, color can be more difficult to 
define. Explain all this to the customer and say 
frankly that you are giving a top valuation based 
on the assumption of the higher weight and the 
best color you can give it and judging only by 
the inclusions you can see. Say that greater 
accuracy would require that the diamond be re- 
moved from the mounting and that would take 
time and cost more. This will explain why there 
can be a difference in appraisals. 

When careful explanations are given with ap- 
praisals, they not only increase confidence in you 
as a qualified expert; they also offer an oppor- 
tunity for consumer education on what makes 
quality in a diamond. Zae 











“4 We have a large 
Star Sapphires CA a Be j stock of Precious 


Stones, mounted and 


Star Rubies | | ~~ , unmounted from 
Sapphires P ’ which to make your 


selection. Let us 


Emeralds - | cooperate with you 
We are always interested in purchasing estates — or on your special 
Cat S Eyes jewels which your customers submit to you for sale. alte 


JEROME _RICHHEIME R- 
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608 Filth Avenue Phone Circle 5<5673 New V ork 20, N.Y. 
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For sheer luxury there's noth- 
ing to equal these beautiful 
buttons, set with flawless dia- 
monds. They're platinum and 
platinum faced and all are 
fashioned with that attention 

detail that marks expert 
Wefferling, Berry & Co. 


craftsmanship. 
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COMMON-SENSE LIGHTING 
FOR JEWELRY STORES 


hy Allen H. Dahme 


® DARKNESS is the absence of light. Without light 
there is nothing. This much is obvious. 

What is not so obvious, however, is the effect 
that relatively small differences in the quality 
and source of light can have on the appearance 
of merchandise and the attitude of customers in 
a store. Whether we see an item in its true color 
depends on the quantity and quality of the light 





THINGS TO CONSIDER IN LIGHTING: 


Light and color are inseparable. The 
quality of the light determines the 
accuracy of the color representation. 


Lighting should be used to emphasize, 
but never at the expense of untrue 
representation. It is just as unwise 
to make an item look too good as 
not good enough. 


Lighting is only a means to an end. 
Neither the fixtures nor the light it- 
self should dominate the merchan- 
dise. 


Lighting is a special field in itself, just 
like air-conditioning or equipment 
manufacturing. Put your trust in a 
qualified lighting engineer who has 
access to both past experiences and 
current developments. Be sure 
lighting is coordinated with the store 
planner’s merchandising layout. 


Don't buy a lighting system on initial 
cost or operating cost alone, until 
you weigh initial costs against the 
long range advantages of a bal- 
anced system tailored to the best 
interests of your individual store. 


Remember that once a system is 
“nailed to the ceiling’’ you may 
nave to live with it for a long time. 











* Mr. Dahme is president of Allen H. Dahme Associates, 
Inc., store designers and counselors, Comstock Park, 
Mich. 
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source. The goal of the retailer should be lighting 
that shows all merchandise, honestly and attrac- 
tively, while accenting special display areas and 
creating an overall shopping atmosphere that is 
pleasant and inviting. 

Possibly the one most important question the 
jeweler should ask himself about lighting is, 
“What effect is it going to have on the appear- 
ance of the merchandise I have to sell?” In 
answering this question he will answer other 
lighting questions such as “fluorescent?,” “‘in- 
candescent?,” “indirect?,” “initial cost?,”’ “main- 
tenance cost?,” ete. He should consider unchange- 
able physical features of the store such as floor 
covering, ceiling and wall colors, all of which 
will vary the reflecting value of the light and 
thereby alter the amount of light necessary. Each 
of these has a bearing not only on the appearance 
and sale of his merchandise, but also on the 
profitable sale of that merchandise. 


99 «66 $9 


Over-all Illumination 

There are two areas of lighting in a store: 
general lighting and display or accent lighting. 
Let’s consider general lighting first. Here we are 
concerned with the overall store. This lighting 
must not be too bright, it should provide an even, 
constant illumination and create an atmosphere 
of casualness, or softness, so the customer is 
completely comfortable. The overall general light- 
ing in a jewelry store should eliminate dark 
spots, but without a general brightness that 
makes a customer feel as though he is on a stage. 

Many types of lighting are possible for general 
illumination. However, it is well to ignore out- 
door light as a possible source of interior illumi- 
nation; it is uncontrollable in intensity and color; 
it allows the merchant little control of the pres- 
entation of his merchandise. Of course, night 
shopping has made this practice even more im- 
portant. 

Generally, the lighting engineer can provide 
the correct overall illumination by mixing fluores- 
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cent and incandescent lighting. Fluorescent fix- 
tures furnish a high quantity of light at a fairly 
low initial fixture and power cost. However, to 
balance the fluorescent lighting and to provide 
warmth and softness that is flattering to flesh 
tones, incandescent light is needed. Incandescent 














iiusion ceiling. (A) New visual ceiling height. (B) 
Old ceiling, pipes, sprinkler heads and upper walls 
painted a dark, non-reflecting color above the new 
ceiling height. (C) General, downward-directed light- 
ing, fluorescent or incandescent. (D) Spot light bot- 
tom at new ceiling line; reflector painted dark above. 
(E) Reflected lights illuminate white moulding at new 
ceiling line, which, in effect, stops the walls at that 
height. (F) High brightness from ceiling lights and 
light-colored lower walls stop vision from looking 
through to old ceiling and its obstructions. 


lighting eliminates a monotonous effect, adding 
interest and drama to the overall retail atmos- 
phere that is not possible using fluorescent alone. 

There is no “best” method of illuminating a 
retail store. Indirect lighting is a pleasant, soft 
source for light and dramatic if properly 
designed. If this is the type of light you feel 
would be best in your store, don’t arrive at a 
decision until you consider the cost factors. In- 
direct lighting usually requires more fixtures or 
light sources to attain a desired level of illumi- 
nation because the light is reflected and there is 
loss in the reflection. 

Some lighting engineers lean to illumination 
through a plastic ceiling (corrugated, louvered, 
etc.) because it is crisp and clean in appearance 
and gives a high uniformity of illumination over 
an entire room area. But, in their quest for this 
uniformity (usually provided by fluorescent light- 
ing) they forget that a store is more attractive 
and sales-compelling if it has some variation in 
its lighting. The merchant must not forget, 
either, that certain types of plastic ceilings tend 
to collect unsightly dust and dirt which must be 
removed frequently if the store is to retain its 
quality appearance 

Retailers, sometimes, must modernize old, high- 
ceilinged stores on an unusually low budget that 
rules out the possibilty of a new ceiling. The old 
ceiling may be cluttered with bric-a-brac, air 
conditioning ducts and water pipes that detract 
from the merchandise on display. A good 
“budget” solution to this problem is lighting 
fixtures which hang several feet below the ceiling 
and pipes which have been painted a dark color 


Dramatic display of silverware 
at Wolf and Dessauer. (A) Dis- 
play bottoms furnish dramatic 
back lighting. (B) Vertical flu- 
orescent lights, hidden in slender 
perforated metal reflectors, pro- 
vide additional illumination. (C) 
Small, semi-recessed incandes- 
cent lights give accent reflec- 
tions. Designer: Allen H. Dahme 
Associates, Inc. 
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DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 
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COMMON-SENSE 
LIGHTING FOR 


JEWELRY STORES 


PGi. Sa 


Fine jewelry and costume jewelry departments at Wolf & Dessauer, Fort 
Wayne, Ind. (A) Recessed fluorescent and incandescent lighting for gen- 
eral illumination. (B) Suspended, shielded, decorative incandescent 
spots bring sparkle to gems in showcase. (C) Hidden fluorescent tubes 
(cold daylight) light wall case merchandise. (D) Hidden slim-line flu- 
orescent lights for showcase. (E) Hidden fluorescence iliuminates indi- 


vidual displays. (F) Semi-recessed incandescent spots accent merchan 
dise in shadow box display. 


(charcoal, dark brown, dark grey, etc.) so that 
they blend together unobtrusively. The lowered 
lights, aimed downward only so that they do not 
light the ceiling, are much brighter than the 
ceiling and consequently hide the ceiling com- 
pletely from view (see drawing). 

These are a few of the general lighting treat- 
ments available to jewelry stores. In every case, 
whether considering direct or indirect lighting, 
fluorescent or incandescent, be sure to weigh the 
initial cost against the maintenance and power 
cost, the cost of bulbs and other long term costs 
which can vary drastically. 


Special Effects 

Equally as important as general lighting, es- 
pecially in jewelry stores, is accent or display 
lighting. This is the light that does real selling. 
It directs customer attention to the merchandise 
and it can convert even an average-looking prod- 


uct into an exciting thing of beauty some- 
thing the customer sees and desires impulsively. 
This lighting is represented by gay decorative 
chandeliers that enhance the quality atmosphere 
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of your entire store, or dramatic spotlighting 
that features only a single piece of jewelry. 

Accent and display lighting is brought close 
to the merchandise on display. It is built into 
display cases, showcases, shadow boxes or a dis- 
play niche. Generally, the light source (as in a 
showcase) should be concealed so that it does 
not detract from the merchandise. 

In a feature area, such as a sit-down counter, 
decorative-type lights can be suspended close to 
open merchandise to both light the merchandise 
and form a decorative background. Light sources 
behind glass should be brighter than outside il- 
lumination to cancel out the reflection which de- 
tracts from the “see-through.” Jewelry cases that 
hold small items should be shallow in height to 
bring the gems and jewelry as close to the cus- 
tomer as possible. This is especially’ true for 
narrow or crowded aisles where customers hide 
lower parts of the showcase from view. 

Diamonds, jewelry and silverware need high 
brightness illumination to bring out their clear 
sparkle and polish. But the light source, though 


( please turn to page 62) 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 


VAY A VAD LALLA 
Formerly Robinson & Sverdlik 

610 FIFTH AVENUE, Rockefeller Center 
New York 20. New York 


Over 35 Years of Service to 


Leading Jewelers 








&  ARLEN’S New Prorit MAKERS! 


No. 6083/3, 19” 
$18.25 

6083B /3, 20!/o”: $18.75 
6083C /3, 22”: $19.25 


No. 6002A/3, of No. 436PA/7, 8!/2” High 


; Inut+ High. $8.00 $5.50 
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JEWELERS’ CIRCULAR-KEYSTONE PUTS 


-K JEWELERS: 


SO USERS (AND ADVERTISERS) 


sxperience 


Over the years, Jewelers’ Circular-Keystone has 
produced 43 directories for the jewelry trade. 
In mid-1960, the greatest of these will be pub- 
lished. This forthcoming directory is the result 
of the industry’s need for a reliable, authentic, 
easy-to-use index to sources-of-supply. 

The thousands-upon-thousands of inquiries re- 
ceived each year by JC-K’s Readers’ Service De- 
partment leave no doubt as to the extent of that 
need, nor the reception which will be accorded 
this work. 


A fresh approach to the problem ... and months 
of research and planning... preceded the final 
decisons on the format of this directory. Its 
design is calculated to provide the utmost ease 
in use by those in every segment of the jewelry 
industry. Years of working closely with retail 
jewelers and suppliers have provided the JC-K 
staff with the experience to mold the proper 
pattern for this practical and modern directory. 


Between its covers, the 1960 JC-K Jewelers’ Di- 
rectory will contain a wealth of information of 
such breadth that it will become a year-long, 
day-after-day working-tool for members of the 
jewelry industry. For example, in addition to 
the verified listings of sources of supply, the 
Directory will contain 36 pages of authoritative 
editorial material of a reference nature, to which 
the trade will refer on frequently recurring oc- 
casions during the year. Also, there will be a 
complete pictorial exposition of every active 
pattern of flatware in jewelry-store quality sil- 
verplated and stainless steel—and every active 
pattern of sterling made in this country. 


DIRECTORY 


more accuracy 


Every item in the 1960 JC-K JEWELERS’ DI- 
RECTORY is being painstakingly checked and 
double-checked by the industry-informed JC-K 
directory staff. Listings and their identification 
will be verified as close to publication date as 
practical to make this the most up-to-date, ac- 
curate source-of-supply book ever published. 


more convenience 


The most modern techniques of indexing and 
the latest developments in the graphic arts are 
being used to make the JC-K JEWELERS’ DI- 
RECTORY as simple as a-b-c; as easy to use 
as an encyclopedia. A unique system of section 
separation will lead the user quickly to the buy- 
ing information he seeks. 


-~ oll Pa "2 ss mo © + > i ee 
and more opportunity 


for advertisers to sell! 


_ 


The 1960 JC-K JEWELERS’ DIRECTORY gives 
advertisers a year-long prestige showcase for 
their products and services. The day-after-day 
traffic through this volume offers not merely 
billboard advertising; but buying traffic from 
people actively in search of merchandise. 

While this directory is designed to meet the 
needs of the user, its format also favors the 
advertisers’ interests. For example, this one 
package industry-wide service volume provides 
that each advertiser will be listed not only in 
one but in four areas each constantly ex- 
posed to buyers in search of verified, source-of- 
supply information! 

And ...as an advertiser . you are assured 
of a great and alert audience of active buyers 
The total circulation will be well over 20,000 
copies This circulation, like the data in the 
JC-K Directory issue will also be verified! This 
great readership will be almost immediately 
turned into usership—-buying power in action! 
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THAT'S WHAT'S INSIDE. THAT'S WHY YOUR ADVERTISING 
SHOULD BE THERE TOO! 


VITAL SOURCE-OF-SUPPLY 
INFORMATION AT THE USER'S 
FINGERTIPS INCLUDES: 


® a directory of sources for MERCHAN- 
DISE which the jeweler buys for re- 
sale—VERIFIED 


»} a listing of sources of JEWELERS’ 7 . 
SERVICES AND SUPPLIES—VERIFIED This isa Big Story — 
® a directory of MANUFACTURERS’ SUP- . : 
PLIERS—VERIFIED Too big to fully detail here. 
® an alphabetical listing of an estimated 
5,000 names, addresses and tele- 
phone numbers of industry suppliers, 
along with branch offices; with every 
supplier identified as to method of dis- 
tribution; every company identified as 
manufacturer, wholesaler or importer 
—THE YELLOW SECTION—VERIFIED 


Call your local Jewelers’ Cir- 
cular - Keystone sales office 


today for particulars. 
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A Chilton Publication 
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STOP 
losing sales on 
a high-profit item! 


START 
making 
money on 


Why poss up sfopwatch cus- 
tomers...stopwatch profits... 
when Clebar can furnish you 
with a complete line of super- 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 


FILL OUT AND MAIL COUPON BELOW TO «|\ SE a 


CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 
Rush full information, catalog and wholesale price list. 
No obligation, of course. 


FREE 


Name 





Address 





City 








First Desk Set with 
$1.00 features for.. 


Truly a handsome, well made set, with your 
cold imprint (5 lines maximum in block, seript 
or italic) on base, plus Free gift box. Min. 
order, {00 '-col. Newspaper mat sent free 
for your promotion uses. 

Several ways desk set is being used: 


TO OPEN NEW ACCOUNTS. TO RE- 
OPEN CLOSED ACCOUNTS. OLD CUS- 
TOMERS NIGHT. BUILD UP REPAIR DEPT. 
CHRISTMAS GIFTS TO CUSTOMERS. 
Refills 10¢ ea. In red. green, blue. Desk Pes 
and base colors: BLACK—IVORY— 
REDO—BROWN (or asstd.). If order 
doesr t specify color. we ship all blaek. 
Terms: Net (0 days F.0.B. Faetory. 

3 wks. delivery. 


GOLDNER ASSOCIATES 


P.O. Box 2703, 


In Hundred Lots 


Shipment 
prepaid if 
check aecom- 
panies order. 
Write for 
FREE 
sample. 


Nashville, Tenn. 











IT WILL PAY YOU 
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» af re PEPPER MILLS J Wills carry the 


i — label. Be sure you 
America stock and sell 
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Olde Thompson 
Mechanism 
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finest Pepper 


ir adding 


priced from $1.95 
to $24.95 
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THE GEORGE S. THOMPSON CORPORATION 
509 Mission St., South Pasadena, California 


Write for 
illustrated catalog 





COMMON SENSE LIGHTING 


(continued from page 58) 


direct and close to the item on display, should 
not shine in the customer’s eye and should be 
well ventilated to minimize objectionable heat. 

The color of the lighting and surfaces from 
which the light may reflect onto the merchandise 
is important. It would be unfortunate, for ex- 
ample, to reflect a yellow background on a dlia- 
mond. 

Glassware is attractive when its translucency 
and transparency are used to conduct a hidden 
light such as a lighted shelf or background. 

Daylight fluorescent lighting is excellent for 
bringing out the quality of silver and minimizing 
tarnish, dust, etc. 

In considering accent or display lighting, re- 
member that exposed lamps—with their hot 
points of light—are irritating to both sales 
clerks and customers, and they actually do more 
harm than good. The more concealed the light 
source, the nearer it approaches the ideal with 
the customer completely unaware of lighting, as 
such, and conscious only of the merchandise it 
illuminates. 

In these days of high cost, proper lighting can 
become the deciding factor between a store that 
just “gets along” or a store that attracts cus- 
tomers and really sells merchandise. i 


TURQUOISE—DECEMBER’S BIRTHSTONE 


(continued from page 50) 


between 5 and 6. Its most useful characteristic 
(at least it distinguishes glass imitations) is the 


dull luster on a fracture surface. 


Spotting Imitations 

There are several imitations of turquoise and 
turquoise matrix. The latest, reported at the 
Paris Gem Conference of 1958, is “turquoise elec- 
trique,” an aluminum iron phosphate composition 
which is not crystalline, has a refractive index of 
about 1.57, and a specific gravity of about 2.5. 
The imitation, which has bits of matrixy-looking 
streaks included, is made in Hamburg, 
Germany. Gibelin reported that a drop of 
Thoulet’s solution on the surface bleaches the 
color, but will not affect genuine turquoise. In 
general, the shape and mounting of turquoise, 
real or false, makes the use of tests, of any sort, 


brown 


very difficult. 

Another fakery is produced by impregnating 
natural, but pale and crumbly, turquoise with 
some pore-filling substance that, for a period of 
time improves the appearance. Years ago simple 
methods were the vogue, a simple soaking in oil 
or in melted paraffin. In time they tended to make 
the turquoise green, and the oil, at least, dried 





out and left a light, unattractively muddy green 
stone. Today, plastic impregnation is common in 
cheap nugget jewelry. In the irregular shape 
one can often see regions of clear plastic that 
divulge their secret. Stones that have been 
treated and then cut would be hard indeed to 
recognize, and any definitive test is likely also 
to be destructive. 

The earliest turquoise came from the Orient, 
by way of Turkey. That is how it got its name, 
though it was actually mined in Persia and in 
Tibet. Persian turquoise has become rare and 
expensive in recent years (what stone hasn’t?) 
and most of today’s supply comes from the New 
World. The Chinese have carved turquoise for 
centuries; bits of it are found in Tibetan jewelry, 
often combined with coral that must have been 
got by barter with the Chinese. The matrix of 
Tibetan turquoise is black and the turquoise it- 
self, both there and in Persia, appears to be in 
the form of small nodules (large Oriental tur- 
quoises are unusual). Persian turquoise has a 
finer, clearer blue than most American turquoise 
and sets the standard of quality, though there 
is little around. In all honesty, blue glass can so 
closely resemble turquoise that is free of matrix 
that one might wonder if a completely matrix- 
free stone is not something of a liability! 

A few stops with roadside mineral dealers 


who abound along the margins of Western high- 
ways would convince anyone that turquoise is 
still abundant. A visit to Gallup, N. M., during 
the days of the Indian dances would amaze the 
average jeweler with the spectacular silver finery 
of the Navajos, studded with innumerable tur- 
quoises. Each legitimate trading post has a case 
with a few strands of pawned turquoise, often 
of good quality, and, if for sale, fairly expensive. 
Many will never be for sale, they are only being 
held as security for a loan, to be redeemed near 
the next feast day. Braves as well as squaws wear 
such decorations. To the suspicious tourist, who 
may have heard that much of it is made in fac- 
tories in the East, the Navajo jewelry may seem 
to be a synthetic tourist traffic, but actually, the 
Indians do wear turquoise, when they can afford 
it, as much in fact as in fancy. 

In wearing turquoise, one should be careful 
not to expose it to the hazards of cooking oils, 
dirty soapy water, or oily skin. Many of the In- 
dian beads have turned to an unattractive green 
as a result of too much wear. The December- 
born housewife should take heed and treat her 
birthstone with care. Once changed to green, like 
dimestore jewelry, it cannot be brought back. 
So caution your customers who have acquired a 
nice turquoise to accord it the same consideration 
they would a more expensive stone. ee 
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UNUSUAL OPPORTUNITY 
For Experienced Jewelry Salesman 
Calling on Retail Stores 


Due to the untimely death of Charles Munves, our represen- 
tative in Texas, Oklahoma and adjacent States, this well-es- 
tablished territory is now open. This is an exceptionally at- 
tractive opportunity with a progressive 55-year-old firm which 
manufactures fine emblem rings, stone rings, diamond mount- 


ings and wedding rings. Representative we select can carry 


GOODMAN & COMPANY 
30 West Court St., Indianapolis 4, Ind. 
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TAGS 7 


PLASTIC 

IN ALL COLORS 
PARCHMENT 

PLAIN or PRINTED 

Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 








“Pearls of Wisdom” 
“Orienta™ 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St... New York 


SELL TO TEEN-AGERS ON CREDIT? 
(continued from page 41) 


related factors. They may gloss over important 
points in deciding whether or not credit shall be 
extended and what the amount of credit shall be. 
One of the points that may not receive the con- 
sideration it deserves will be the ineligibility of 
teen-agers for “who’s who in a community's 
economy.” They are an unknown quantity in the 
field of consumer credit. 

A weighty factor in favor of extending charge- 
account and installment credit to teen-agers is 
their reluctance to go into debt. They seldom want 
to owe more than they believe they can pay out 
of their allowances and other income. With just 
a little friendly help from a store’s credit depart- 
ment, an average teen-ager will fix the debt limit 
so that income will be enough to meet payments 
regularly. 

Experience has shown that a teen-ager who 
buys on credit with the intention of defrauding 
is the exception to the rule. Rather, he or she 
may use poor judgment in taking on indebtedness. 
Mistakes of this kind should not be seized upon 
as cases of dishonest intentions. The responsibil- 
ity for determining to whom credit shall be ex- 
tended belongs to a store’s credit manager, and 
cannot be passed on to the buyer, let alone an 
inexperienced teen-ager. 

Capable credit managers will be able to judge 
a teen-ager’s financial position and take into con- 
sideration that they are dealing with an immature 
installment buyer. The manager can help the 
teen-ager realize that he is undertaking an obli- 
gation, and it must be met. 

Extension of installment credit to youthful 
buyers, according to jewelers who have had ex- 
perience, can be conducted so that it will be either 
risky, or reasonably safe. Much depends on store 
policy and on the patience and judgment of credit- 
department personnel. A thorough clarification 
of what it means to buy on credit usually im- 
presses upon a teen-ager, more than an adult, that 
payments must be made on due dates—not a day, 
a week, or a month later. 

Jewelers have established, by experience, that 
the risk involved in an installment sale to a teen- 
ager can be reduced by having parents approve 
or guarantee the transaction. However, the same 
experiences have established that youthful buyers 
like to stand on their own financial feet. They do 
not take kindly to the idea of having someone else 
underwrite their obligations. 

Jewelers who have been conservative in selling 
on installment to teen-agers seem to agree that 
friendliness and advice will help take some of the 
risk out of this type of credit business. They also 
emphasize the importance of treating teen-agers 
like grownups. 





it is accepted generally that installment sales 
to boys and girls, strictly on their own, always 
will fall within the classification of marginal 
risks; but, in the opinion of numerous merchants 
who speak from experience, there are available 
safeguards that can be used effectively to reduce 
losses and increase long-run benefits. 


Hazards 


Unquestionably, arguments against substantial, 
or big-ticket, teen-age installment selling are for- 
midable. Jewelers who have disregarded obvious 
have had unprofitable and 
costly experiences. 


hazards unpleasant, 
} first, since minors are not responsible legally 
for their own debts, juvenile credit transactions 
aur questionable, if not unlawful and worthless. 
Phat, in itself, tends to place teen-age credit 
risks In a sub-marginal classification. 

Next, to ask for parental approval of teen- 
agers’ indebtedness is apt to cause resentment on 
the part of the youthful customers and also on the 
part of their parents. It is natural for boys and 
yirls of high-school age to look upon their per- 
sonal affairs as sacred unto themselves. There- 
fore, they may be excused for looking upon a sug- 
gestion that some older person be brought into a 
transaction as uncalled-for meddling. 

Requests for parents’ approval of credit exten- 
sion to minors often result in a loss of sales, and. 
Wwhat’s worse, in family ill-will. to an- 
tayonize parents by questioning the integrity of 
a son or daughter. | 


It is easy 


. 


Minally, collecting is an important step in teen- 
age installment selling and has to be done with 
unusual tact. A youthful debtor may do things 
directly opposite to normal behavior. Confused 
and bewildered, an inexperienced debtor may say 
and do things that will convince his creditors he 
has no intention of paying. He may let collection 
notices and letters go unanswered. He may make 
promises of payment which cannot be fulfilled. 

Teen-agers, as a rule, have an over-supply of 
conceit, pride and vanity. Lack of understanding 
about the use of credit in business will help to 
magnify minor incidents. Instead of building 
good-will by present-day credit extension, fete 
relations, both business and social, will be harmed. 
Moreover, to appeal to the parents to pay debts 
incurred without their consent may result in los- 
ing the patronage of an entire family. 


The Deciding Factors 

Merchants, including jewelers, who are con- 
vinced that selling to teen-agers on installments 
is profitable and sound are inclined to shrug off 
opposing arguments. Their one-sided attitude 
may be due, at least in part, to the fact that they 
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LINDE 
STARS 


Linde’ Stars are the only 
synthetic star sapphires and 

star rubies produced under 

quality controls so rigid 
they match the perfection 


of natural star gems. 


Your inquiries are invited. 


CHARLES F. WINSON 
S80 FIFTH AVENUE. NEW YORK 36 


* ‘Linde’ is a registered trademark of Union Carbide | 
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CASH for Your 


Surplus Silver, Diamonds and Jewelry 





We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 
end shipment for immediate offer. Our 
kK covering payment in full mailed same 
Silver will be held intact awaiting your 
otance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 
Will also buy diamonds—ony size and 
quality—as well as antique and modern 


jewelry. 


Reference: Dun and Bradstreet 


The First National Bank of Memphis 








Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS. TENNESSEE 











Fashion decrees 


THE NATURAL BLACK STAR SAPPHIRE 


Stylishly conservative 

portends GOOD FORTUNE to the wearer 
.. + @ FAIR PROFIT to the Jeweler 

Unmounted stones in qualities fitting every budget. 


lor rings—tie clasps—cuff links— brooches— pen- 
dants—earrings—and other jewelry items. 


For quality gems, prompt attention and courteous service, always call 


—_—— 





JUdson 6-0459 


eS WALTER ARNSTEIN Inc., Importers seo Fitth Ave. 


| aaa New York 3% 





ORIGINAL —e OF YOUR 
“, 8 O% customers 
HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME 22’ 


® NATIONALLY ADVERTISED @ PROVEN SALES 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding . 
create extra repair jobs.) 

AVAILABLE AT YOUR JOBBERS OR WRITE $4.00 

BEATTY MFG. CO., 7424 Santa Monica Bivd.., Hollywood 46, Calif. KEYSTONE 














are specialists in dealing with boys and girls with- 
out knowing it. 

Some merchants simply may not be suited by 
inclination and training to take on the details 
that, unquestionably, are inherent in dealings 
with teen-agers. 

It boils down to this: The jeweler will succeed 
with teen-age installment selling if he under- 
stands this age-group. He’ll fail if he neither 
knows nor cares about what makes today’s young 
people tick. 

And remember that extending installment credit 
to teen-agers on their own is quite a different 
thing from trying to get their friendship and 
patronage by appealing to their parents. A lot of 
merchants, some jewelers among them, have 
found that out through experience. Zee 


(Photo on page 41 courtesy of Seventeen 
magazine; scene posed at Lambert Bros. Jewel- 


ers, Inc., New York.) 


YOU CAN AFFORD TO ADVERTISE 


(continued from page 47) 


to $140 to mail out 4,000 pieces of advertising 
matter. The cost per unit can be reduced slightly 
by increasing the number of pieces sent out. 

An advertising campaign of this kind can be 
conducted in several ways: 

1. 1,000 pieces of mail can be sent eut at one 
time to 1,000 different names. 

2. Or, 250 pieces can be sent out each week, 
thus spreading the mailing over a period of a 
month. In this way, the results can be “‘averaged 
out’? so that too much work is not piled up on the 
repair department at one time. This also helps 
spread the actual work of addressing and mailing. 

By concentrating the campaign on 1,000 names, 
it is possible to reach the same audience four 
times a year. Repeat mailings could be made 
every 90 days. 

If the scope of the effort is increased to 2,000 
names, you can send out 250 pieces at a time over 
a period of eight weeks. In this manner, the 
same audience can be approached every six 
months. 

The number and frequency of pieces sent out 
depend entirely on the amount of money that 
you allocate for such advertising. On the theory 
that repetition makes reputation, the more fre- 
quent the mailings, the better the results should 
be. Four times a year ought to be a good sched- 
ule. On that basis, it would cost about $150 per 
year to circularize 1,000 families four times. Such 
a campaign, with an average weekly cost of less 
than $3, should produce enough business to more 
than justify the time, effort and money spent. 

Still another economical advertising avenue is 





open to the local neighborhood jeweler. He can 
print, mimeograph or multigraph handbills or 
circulars. These can be distributed house-to- 
house throughout an area that, he feels, contains 
possible customers. Such handbills or circulars 
can be produced at low cost and distributed by 
a dependable high school boy at nominal expense. 
They can be concentrated in the immediate vicin- 
ity from which the retailer’s business is obtained. 

All of this advertising—the post cards and the 
handbills—can be ‘‘keyed” to determine its pull- 
ing power. This is accomplished by including 
some little free offer if the card or circular is 
presented at the time the watch is brought in for 
service. For example, a jeweler in Salt Lake City 
recently advertised a free ball point pen with each 
overhauling job. The pens cost him less than 15¢ 
each and the results produced were most gratify- 
ing. The word “free,” or the inference of some- 
thing free, is still a magnetic power with a great 
many people. 

Every once in a while a store may want to run 
a special overhauling deal to stimulate business. 
This has been done with marked success in both 
small and large establishments. Even department 
stores have used the idea profitably. Such offers 
are limited to a specific period of time, usually 
one week. Frequently, enough business is stimu- 
lated to keep the department busy for some time. 
While it is true that a deal of this kind is tanta- 
mount to a cut price, the aggressive retailer will 
more than justify it by properly capitalizing on 
the added traffic. 

If you have a regular space contract with your 
local paper, you can use a “rate holder” to ad- 


| WATCH REPAIR | 


GUARANTEED WORKMANSHIP 


gfieunds 


Figure 15, a rate holder 
vertise the watch repair department. (Figure 15 
is a typical example). It can be run once each 
week or on any other satisfactory schedule. 

What is the best time to run newspaper, radio 
or television advertising ? Many jewelers feel that 
advertising run on Monday is most productive of 
results. They contend that week-end activities 
create havoc with watch movements. Therefore, 
the early part of the week is a good time to pro- 
mote the watch repair department. 

Some retailers like to feature their repair fa- 
cilities in the big week-end space regularly used 
to advertise their watches, diamonds and other 
jewelry. Saturday 
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Now offering ap 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


FOR. OVER 
200 YEARS 


Inquiries Invited 


Geo. Schuler & Co., Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC 
On Bedford Road in Pleasantville, N.Y. 





is the great shopping day 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N.Y 
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There is a dependable Racine 
model for every chronograph 
requirement —for sports, 
industry, science, broadcasting 
— wherever timing perfection 
to the fraction of a second is 
required. Featuring world- 
famed Gallet movements. 


DOUBLE-BUTTON GALLET 
CHRONOGRAPH 30 MINUTE REGISTER 


»weled depe idable mo 
time-out feature 
orboat racing, 

e 1024 7, af 


second hond will show r . 
GALLET—No. 1024/7—Tel. & vires Dial 
GALLET—No. 1024—Plain Dial 


Write for latest Racine Chronograph folder P 


JULES RACINE «company, INC. 


20 WEST 47th STREET, NEW YORK 36 





This replica of the Liberty Bell in cultured pearls, 
during the next 12 months will be displayed at lead- 
ing department and jewelry stores. 

Valued at 1 million dollars it is from the Mikimoto 
Collection. 
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K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST... N.Y. C. 36, N.Y. 
SUDSON 6-6992-3 


See your wholesaler today and join the 
thousands of retailers already profiting 
from this terrific seller. 
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Fiancee Goldstein-Gerson co. inc. 


130 WEST 46th ST.. © NEW YORK 36, N. Y. 


when most people are able to bring in their 
watches for attention, they feel. Still others like 
the Sunday papers because people are at leisure 
and have plenty of time to devote to the advertise- 
ments, as well as the news. 

As the old “pitch man” used to say, “You pays 
your money and you takes your pick.” In the 
final analysis any good advertising—at any time 
—is better than no advertising. 


Budgeting Repair Ads 

Money is the most important ingredient in the 
recipe for advertising success. Surveys made by 
the Retail Jewelers of America disclose the aver- 
age overall advertising budget to be about 4.5 per 
cent of the total annual sales volume. Since watch 
repairing receipts amount to nearly 19 per cent 
of annual sales in the average store (according 
to the 1957 survey made by JEWELERS’ CIRCULAR- 
KEYSTONE), about one-fifth of a jewelry store’s 
general advertising budget could logically be con- 
centrated on the watch repair department. That 
means a sum about equal to .9 of 1 per cent of 
the store’s annual sales. 

Thus, if a store’s annual total receipts ran to 
$50,000, the advertising appropriation for its 
watch repair department might reasonably be 
$450. This comes down to about $8.50 per week 

. or $37.50 a month. The amount is not large, 
but it can be wisely spent to produce worthwhile 
results. 

Many jewelers have no special “foot rule” for 
determining the amount to spend for advertising 
their repair departments. Neither do they follow 
any special routine or schedule. Whenever busi- 
ness begins to fall off, they run an advertisement 
or distribute circulars. They find that such a 
“shot in the arm” invariably pays off. Naturally, 
the greater the annual receipts, the more money 
you can spend on advertising the watch repair 
department. See 


Next month: Window display suggestions to 
advertise the repair department; ways the re- 
pair department can sell new watches; reasons 


why some de partments don't pay their way. 


Accent on birthstones: Sunshine Jewelers, Den- 
ver, Colo., has a “Birthday Club,” open to anyone 
filling out a card with name, address and birth- 
day. Members get a certificate worth $1 on any 
birthstone at any time. The store’s display of 
stones is accompanied by a list of famous people 
born in each month. Sunshine says the club in- 
creases sales, and provides a good mailing list as 
well. 





@ One at a Time: Pohndorf’s Jewelers of 


Denver. Colo... uses a “treasure chest” to fea- 
ture one piece of better-priced costume Jjew- 
elrvy at a time. 


The display, 2’ long by 10” high, has a 


glassed-in top and a sloping floor. The slogan, 


“Wonderful to Own—So Nice to Give,” ¢alls 


attention to the item. Dud Estes, manager of 


the store, says that In many instances jew- 
elry ranging in price up to $50 has been 
bought weeks ahead of time for anniversary 
or birthday gifts—simply because the treasure 
chest attracted the interest of casual visitors. 


@ Usable Trophies: For years, Morris Miller 
of Fern-Miller Jewelers, Kalamazoo, Mich., 
has been selling trophies for special events. 
But last vear he asked the sponsors of a 
horse show: Why not give useful silver hol- 
lowware pieces instead of the usual trophy? 
The sponsors agreed, and Mr. Miller copped 
an order for $1600. But it didn’t end here. 

At the show, all the pieces were on display. 
The contestants saw the prizes, and com- 
petition grew hotter. The audience saw the 
prizes, and wanted to know where such beauti- 
ful hollowware could be purchased. Mr. Miller, 
naturally, told them. One result: A_ builder 
ordered coffee-services to give to home buyers 
when they take over keys to a new house. 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


By Manny 
Silverman 


| HAVE 64 PEOPLE 
INTERESTED IN BUYING 
YOUR STORE... 


Not only for liquidation purposes, but 
to continue as a going business. 


We have received over a hundred letters this 
year from people who want to buy jewelry stores. 
We find out what kind of store they want to buy; 
how much they can afford to invest; where they 
want to locate and their past experience. 


VWhnen we receive eo) etter Tellinc 


Only if we are able to sell your store to this 
buyer at a price satisfactory to you, do you pay us 
our commission. 


r sacTmVNnonwvrT 
7 4 . 


lf we cannot sell your store as a Going Business, 
we have several other methods of getting you a 
fair price. 


WHY NOT LIST YOUR STORE WITH US! 
WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 FIFTH AVENUE, N. Y. 36, N. Y. 
Telephone: PLaza 7-4692-3 














Iroquois China =F 
Finds Style and juss 


Writes Mr. Sanford F. Cohen, vice president 
and Sales Manager: 


“Two things we demand of Iroquois China, 
style and performance, we also seek in ad- 
vertising media. House Beautiful fits this de- 
scription perfectly. Everyone knows House 
Beautiful’s taste leadership sets style for the 


nation. 


“And when it comes to performance, House 
Beautiful ‘sells Iroquois on both sides of the 
counter to the people who really count.. 

the trade executives and the consumers who 
sell and buy more products for the home.” 


First and foremost in the home field, House Beautiful serves 
its advertisers with by far the most effective, efficient media 
values. House Beautiful is the No. 1 Sales Medium in its field 
because its readers are first to buy and first to try products for 
the home, as advertisers — like Iroquois China — discover. So 
by whatever measurement of magazine performance: Audience 
(780,000 Pace Setting families); Income ($15,715 annual av- 
erage); or Buying Activity in the market place, House Beauti- 
ful is your prime market, too. 


Sells Both Sides of the Counter 


House beautiful 


A HEARST KEY MAGAZINE. 572 MADISON AVENUE. NEW YORK 22. 
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ole set is equipped with “Kellems candle grip” 
which expands to size required to hold candle; 


3%, in. tall, retail $17.50 T. Il. By the Interna- 
tional Silver Co., Meriden, Conn. 


lue floral border edging white translucency 
of Premier line of melamine dinnerware is the 
“Bright Morning” pattern created by Oneida 
Silversmiths, Inec., Oneida, N. Y. Service for & 


' PS | ee 
New in sterling silver candlesticks, this con- 


retails at $49.95; service for 4, $19.95. 


“Cherubim” candeiabrum modeled in baroque 
manner by K. Tutter in white porcelain made . . ; 
by Lorenz Hutschenreuther; in plain white, $50 A wide rim of deep cobalt blue finished with 
retail; with gold, $60. Sold by Paul A. Straub coin gold lines and handles—the “Royal Court” 
& Co.. Inc.. of 19 East 26th St.. New York. pattern appearing on the “Virginia” shape. The 
five-piece setting may be retailed at $27.95. 
Made by Syracuse China Corp., Syracuse, N. Y. 


“Arabesque” design in Franciscan Master- Enameled sterling silver demitasse set made 
plece china shows a narrow shoulder decoration by David-Andersen, Norway, in five different 
done in both gold and platinum; the five-piece colors; 6 in. pot retails for $310 plus tax; bowl 
setting retails for $22.75. From Gladding, Mc- and creamer $100 each. Sold by the Norwegian 
Bean & Co., 2901 Los Feliz Blvd., Los Angeles. Silver Corp., of 295 Madison Ave., New York. 
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ATLANTIC 


THOSE SYRACUSE LINES ARE HOT! 


That ocean breeze may be icy... who cares? 


You'll warm up fast when you see Syracuse’s new lines of Fine China 
and Carefree True China for 1960. 

Those Syracuse lines are hot, buyers. HOT! 

See for yourself at Booths 817-819-821. 


SYRACUSE. § Couwe 


SYRACUSE CHINA CORP. SYRACUSE 1, NEW YORK 
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Delicately done garland of tiny pink roses and 
green leaves against the whiteness of English 
bone china Is the new “Chatelaine” pattern from 
Doulton & Co., Inc., 11 E. 26th St., New York 


Five-piece place setting retails for $19.95. 


Here are three from yroup of stemware items 
in Companion Crystal made in Europe to har- 
monize with the “‘Millefleurs’’ pattern in Fran- 
conia china; $2 per piece. Sold by Herman C 


Kupper, Inc., 39 W. 23rd St., New York. 


From Grand Manor Collection three rich din- 
nerware patterns—top to bottom: “Arundel,”’ 
5-plece setting, $44.50 retail; ‘“Hatfield,’’ $79.50; 
and “‘Harewood,” $94.50. From Worcester Royal 
Porcelain Co., Inc., 11 E. 26th St., New York. 


fashions 


Graceful simplicity marks this new shape in 
Orrefors crystal stemware from Sweden; with- 
out decoration, it is the “Illusion” pattern, and 
retails for $4.25 each. Imported by Fisher, 
Bruce & Co., 219 Market St., Philadelphia. 


One from 12 American bird centers based on 
Audubon prints, painted in color on Spode 
earthenware; 10 in. plates $52.80 a doz.; 8%. in 
plates $48; teas and saucers $55.20. From Cope- 


land & Thompson, Inc., 208 5th Ave., New York 


Pedestal-based “Vesper” shape in crystal 
stemware is decorated with the hand-cut “Star 
Song” design; retail $3.75 each; 7 in. plate to 
match, $3.75; 8 in. plate, $4.25. Manufactured 
by the Fostoria Glass Co., Moundsville, W. Va. 
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THE FP FINE ENGLISH 


DINNERWARE 


It's prompt on ali orders, but 
in emergencies (even specials) 
it’s just short of muraculous’ 
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( Bone China ) 
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wholesale distributors: COPELAND & THOMPSON, INC. 206 rirrn ave., n.y. 10, n.¥ 
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SALESMAN 


to call on our established ac- 


counts in Metropolitan New 


York. 


America s largest and finest line 
of ladies gold filled jewelry. 


Capable of high earnings, draw 
and commission. 


® Reside New York area. 
® Vust have own ear. 
® No side lines. 


UW rite experience and references to 


E.F. PAGE CO. 


562 Fifth Avenue, New York, N. Y. 
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Dinnerware, Glassware and Gifts 





by Made line Love 
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This tableware show 
will be the biggest 


@® WHEN YOU GO to the china and glass show at 
Atlantic City next month, you will find more than 
700 different lines of tableware and decorative 
accessories spread out for your inspection. This 
is a record number of lines for a tableware show 
and it also represents a record number of indi- 
total of 322 as this 
Never before 


was 
have 


vidual exhibitors—a 
written early in November. 
so many of your sources for this merchandise 
been gathered together under one roof. There 
will even be a flatware house or two to round out 
the table-top fashion picture. 

The dates for the Show—Jan. 3 to 8—com- 
prise the same week in which the premiere ex- 
hibit was held last January. This time was chosen 
by the board of directors to avoid conflict with 
the Housewares Show to be held the following 
week in Chicago. In 1961, however, it is planned 
to open the Show almost a week later. 

William J. Carey, president of Doulton & Co., 
Inc., and also president of the China, Glass and 
Pottery Association of America, sponsors of the 
Show, predicts that this second Atlantic City 
event will far surpass the first one last January. 
As was observed above, the number of exhibitors 
was augmented and many more retailers are ex- 
pressing their interest by writing in for hotel 
reservations. Most retailers expect to do a heavy 
business this month, in spite of the steel strike, 
and they will be ready to take on the new designs, 
shapes and colors which have been prepared for 
them. To quote William E. Little, of the George 
Little Management, which operates the Show for 
the Association: “Convention Hall will be the 


’? 
. 


tableware center of the world during that week 





A Presentation 
of FRANCONIA CHINA 


ot the Atlantic Clty CHINA & GLASS SHOW 


Booths 366-368-370-372 
Convention Hall e January 3-8, 1960 


... featuring new, beautiful dinnerware 
patterns in Franconia’s tradition of flawless 


quality and impeccable taste in decoration. 


“LILY OF THE VALLEY’ 


White blossoms and pale green leaves on 
a rim shape of pure white translucent 
porcelain .. . accented with bands of pastel 
olive and platinum. 


5-pc. place setting with 10'2” dinner plate: 
$11.95 retail. 


“FRANCONIA ROSE’ 


Dawn pink roses and graceful leaves 
of green on pure white translucent 
porcelain — accented with bands 

of gold. 


5-pc. place setting with 10'2” dinner 
plate: 
$11.95 retail. 


*Prices slightly higher South and West 


HERMAN C. KUPPER, INC. 


39 West 23rd Street New York 10, N.Y. 
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THE GOLDEN CIRCLE COLLECTION 


Roval Doulton 
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@ You have the makings of the Golden Circle promotion at 

your fingertips: seven of Royal Doulton’s top-selling pat- 

terns—Strasbourg, Richelieu, Melrose, Rondo, Monteigne, 
ley- Tr) ‘Yr ? } rv?T “se ¢ = } 

Adrian, French Provincial—each one dramatically circled 

In pure gold. 

@ You have strong advertising support: fev ll-color two-page 

sections in October issues of House Be autiful, Bride’s, Bride 

and Home, Seventeen. 

@ You have, in the Golden Circle Collection, any number of 

attractive and easily achieved display ideas, both for win- 

dows and interior. 

@ (x iden ¢ ircie provides a volde ‘n promotion al opportunity 

for you and your entire store for Fall 1959! 


BEHIND THE GOLDEN CIRCLE 1S THE NAME ROYAL DOULTON 
Doulton & Co., Inc., 11 East 26th Street. New York 10. N.Y. 


And while we are on the subject of shows, the 
Association may stage another china and glass 
event next July in New York. The matter is still 
in the talking stage but it will be given serious 
consideration if sufficient interest seems to exist. 
You will remember that the Little Management 
conducted a summer show for some years but 
suspended it last July. In its stead, a Market 
Week was held by various manufacturers and im- 
porters in their own showrooms. but this proved 
to have a limited success. 

The Little organization, which would also con- 
duct this new show for the Association, believes 
that the idea is worth considering if a minimum 
of 160 exhibitors express their willingness to take 
part. In New York, probably. In Chicago, pos- 
sibly. 


fpr BY TOM LEE for the National Design 
Center for Interiors, New York, is this two- 
tiered buffet table planned to conserve space. 
Dinnerware from Castleton China, Inc., glass- 
ware from the Fostoria Glass Co., and sterling 
silver by Tuttle were used, and the table was 
festooned with pine garlands trimmed with roses, 
grapes, and fruits. 


T IFFANY & CO., New York, has proved again the 
continuing popular interest in an exhibition 
of unusual table settings. This November, for the 
third successive year, the store invited a group 
of prominent New York hostesses to use their 
own good taste and inventiveness in creating dis- 
tinctive settings. These women, 12 in all, brought 
in some of their own table ornaments, borrowed 
furniture from antique shops, and made their 
own selections of Tiffany silver, vermeil, china 
and crystal. 

One table, for instance, dramatized the hostess’ 
own collection of antique Coalport china with 
gold and yellow hand-painted dinner plates on 
ecru lace mats, vermeil flatware, and such other 
pieces from the Coalport collection as a large 
compotier, sauce tureens and oyster dishes. An- 
other hostess used a blue and white color scheme 
in a spring-like setting centering around a white 


( ple ase turn to page st)) 





& -roquois China Company proudly introduces 


SInheritance, the fine china line you've been 


looking for. Basic settings and unique serving 
accessories...unbelievably low-priced to insure 
volume sales...and fast turnover—never before 
experienced in fine China, / sion. sucen wire. 9798 roe 


PATTERNS TO $10.95 RETAIL. SERVING IES GIFT-PRICED FOR VOLUME... CASSEROLE WITH 





JOIN FORCES WITH THE 


REVOLUTIONARY i: ))¢ :207d for our new 


advertising outlook 
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HERE’S THE FIRST 3-PAGE CHINA SPREAD IN 
THE HISTORY OF ANY BRIDE’S MAGAZINE! 
The Winter issue of BRIDE'S MAGAZINE is 
a Royal Worcester issue—and the concept itself 
is revolutionary. The three-page, full-color ad 
features six real brides, and builds a powerful 
reader-interest story around their choices of 
Sterling, crystal and Royal Worcester Bone China. 


Here’s a word for the wise: 


HERE’S THE FULL- 
COLOR PAGE IN 
NOVEMBER HOUSE 
BEAUTIFUL —that 
will spearhead our 
exciting new point- 
of-view in key home 
magazines! 
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FASTES 1-GROWING 


REVOLUTIONAR 


merchandising support 


1s the word for our 


HERE’S A PROMOTION 
PROGRAM SO SOUND THAT 
YOU MIGHT HAVE MASTER- 
MINDED IT —a kit full of the 
most exciting, most sensible 
promotional materials you 
ever saw. Handsome layouts 

. window and interior dis- 
plays...new promotional and 
sales training ideas... every- 
thing you need to take full ad- 
vantage of Royal Worcester’s 
exciting national program. 
Plan now to put the whole 
coordinated package to work 
for you building prestige, 
volume and profits in your 
Store this season! 





The Bettman Archive 


AINE OF FINE CHINA IN THE UNITED STATES 


REVOLUTIONARY i: ():¢ 0rd for the 


scope of Our line 


And the choice of patterns—traditional, transitional or modern— 
is unequalled anywhere. Every one has a talent for turnover, too 
...thanks to Royal Worcester research, pretesting (and a downright 
uncanny instinct for understanding your customer’s tastes). Of 
course, superb bone china dinnerware is just the beginning. The 
wide, wonderful Royal Worcester line also includes the finest bone 
china figurines and superb ornamental ware. 





Be sure to visit Royal Worcester at the Atlantic City 

HERE’S A PROFITABLE NEW MARKET FOR YOU. With the in- eS ee ee eee eee ee ee oe 

vr r “The, ag” Py tienen January 3rd through 8th; also on display at the 
troduction of “The Grand Manor Collection,” Royal Worcester : 

taps a brand-new market—a market where money is no object. BOR Atlanta, Los Angeles, Chicago and Dallas Gift Shows. 

This magnificent new collection adds a choice of superb premium- 


priced patterns to a line already famous for excellent china values 
agin YAL WORCESTER 


Now your customers have a choice of patterns from $12.7: 
$94.50 for 5-piece place settings, with liberal profit margins for you! 11 East 26th Street, New York 10, New York 








DINNERWARE, GLASSWARE & GIFTS 

(continued from page 76) 

marble rabbit sculptured by her sister. Blue 
flowered china, crystal crescents filled with blue 
and white flowers, and crystal stemware were 
placed on a blue linen cloth. 

An elegant table for ten was planned around 
the hostess’ own collection of 18th Century silver 
ornaments, together with Spode’s gold and rose 
dinner plates, Val St. Lambert crystal and 
Tiffany silver fiatware. The only linen on the 
table was heavy beige napkins. A family Thanks- 
giving table included a highchair place for the 
smallest guest. A wheat-filled pumpkin in the 
center was surrounded by red and yellow apples 
on sterling compotiers, and the setting included 
Mason ironstone in an orange, vellow and blue 
pattern, ornate silver flatware, and heavy silver 
tankards—all on a beige felt cloth. 

A Russian dinner table was reminiscent of the 
czars. Flanking a crystal bow] of pink carnations 
was a pair of stately 6-light ormolu and rock 
crystal candelabra from early 19th Century Rus- 
sia. Armorial crested plates from the same era 
were used, together with Val St. Lambert crystal 
and vermeil flatware and accessories, all on em- 
broidered white damask. Ceramic and silver 
fruit and vegetables decorated still another table, 
set for a country luncheon. A novel idea here was 


Famous for quality and whiteness, nationally advertised to the consumer, Aynsley 
is becoming ever more popular. Our attractive Aynsley group, available for im- 
mediate delivery, includes the newest patterns. Be sure to see them at the Atlantic 
City China and Glass Show, Booths 725, 727, 729, 731, January 3 through 8. 


the placement of two clear crystal decanters in 
front of each plate. The decanters contained red 
and white wine to be poured according to taste 
into over-sized glasses. 

Effective color combinations used in other table 
settings were caramel and white; black and 
white, featuring Spode’s black and white *“‘Prim- 
rose” china and Wedgewood black basalt; gold 
and white; mauve, pink and blue. And several 
of the hostesses used neither tablecloth nor mats 
—or, perhaps, mats no larger than the plates so 
that gleaming wood formed the background for 
the setting. 

The exhibit was shown on both the second and 
third floors of the store and continued through- 
out the month. 


DELE SONDERGELD, retiring from the New York 
A offices of the Fostoria Glass Co., was guest of 
honor at a dinner given late in October by of- 
ficials of Fostoria. William F. Dalzell, chairman 
of the board, presented her with a diamond- 
studden Fostoria pin in recognition of her 45 
years with the company. 


awe DAVID-ANDERSEN, president of David-Ander- 
sen Silversmiths of Oslo, Norway, was intro- 
duced to the press at a cocktail party Oct. 27 


given in Norway House, New York, by the Com- 


More popular than ever! 
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? English Bone China 


RICHMOND: 


rim shape with modified scalloped edge; design maroon and gold 


LEIGHTON (not shown): 
same pattern as Richmond, in cobalt and gold. 5-pc. setting, retail $19 


KENT: 
coin-gold print and border on the Portland fiuted shape. 5-pc. setting 


S.A Representative FISHER, BRUCE éS CO. retail $25 


Philadelphia 6, Pa. e 1107 Broadway, New York 10, N.Y. © Merchandise Mart 


San Francisco 3. Calif. e 712 S. Olive Street, Los Angeles, Calif. e 309 S.W. Third Avenue, Portiand, Oregon 








FROM EUROPE 
M t\ 
PASCO CHINA & CRYSTAL 
K 
me Fs 
BAVARIAN DINNERWARE r % 


by LORENZ HUTSCHENREUTHER and TIRSCHENREUTH 





IMPORTS EMBODYING THE FINEST EUROPEAN CRAFTSMANSHIP 
STEMWARE + FIGURINES + CHINA & GLASS ACCESSORIES 


Last yeor oft show time we iniroduced six new patterns 
on the Dresden shape. Their immediate acceptance and 
successful selling, by leading retailers, 
addition of four new exciting patterns 
Dresden shape. 


prompts the 


on tne same 
‘ 
See preceding page for “Saxony 


A cordial invitation is extended 


to examine our continental collection at the — 
ATLANTIC CITY CHINA & GLASS SHOW 
CONVENTION HALL - BOOTHS 206-208-210 
JANUARY 3-8 








PAUL A. STRAUB & CO.,Inc.- 19 Hast 2Sth Street, New York 10,N.¥Y. 
Los Angeles Showroom: Brack Shops, 527 West 7th Street 





mercial Attache of Norway and the Norwegian 
Silver Corp. At the same time an extensive col- 
lection of David-Andersen sterling hollowware, 
fiatware and jewelry was put on exhibition, with 
particular emphasis placed on enameled silver, a 
Norwegian specialty since the 1880’s. The Nor- 
wegian contribution to this ancient art was the 
use of transparent instead of opaque enamel, thus 
exploiting the full beauty of the silver under- 
neath. Sometimes this enameling is combined 
with gold-plating on the silver, and often the 
enameling reveals intricate engraving on the sur- 
face of the silver. 

The Norwegian Silver Corp. of New York, 
which represents David-Andersen in the Eastern 
United States, also carries such lines as Marthin- 
sen flatware, Hadeland crystal and Porsgrund 
porcelain. 


gman R. NEIL, president of Paul A. Straub & 
Co., Inc., New York importers of china and 
glass, has resigned as a partner in the engineer- 
ing firm of Drake, Startzman, Sheahan & Bar- 
clay. From now on, Mr. Neil will devote his en- 
tire time to the Straub firm. During his years 
with the engineering concern, he maintained an 
active interest in the import house, acting as for- 
eign buyer and maintaining financial control of 








When attending the Atlantic City 
China & Glass Show . .. you must 
not miss the beautiful Camden 
Hall exhibit of exquisite new pat- 
terns and designs of COALPORT 
fine English bone china and 
WEBB CORBETT English cut 
crystal, Be sure to visit Booths 


747-49-5 1-53. 


See Camden Hall’s exciting year 
‘round national advertising cam- 
paign in House Beautiful, Bride’s 
Magazine, Modern Bride and 
Bride & Home. Write for com- 
plete details of our fully planned 


Dealer Sales Aid Kit. 


the operation. He now feels that the outlook for 


Donald R. Neil 


expansion in the tableware field during the next 
decade demands his full attention. 


ICHAEL S. CHAUNCY has been made sales di- 
M rector of special markets for Lenox Plastics, 
Inc., of St. Louis. He will head a newly created 
division to cover premium promotion and the 
specialty sales marketing field. 


Correction: The Spode honey jars in the “Cac- 
tus’ design illustrated in our October “Table 
Top Fashions” section are made of bone china, 


not earthenware. es 


COALPORT...superb English bone china of 
incomparable beauty and design. Shown: Sonnet, 


5-pe. place settings $25.00 WEBB CORBETT...classic elegance 


CAMDEN HALL + 49 W. 23rd St. N.Y. C. 10 


U.S. Agents/Coalport & Royal Cauldon English Bone Chir 
Webb Corbett Crystal 





of full lead, hand-blown English cut crystal. (WEBB CORBETT 


Shown: Leonore, $5.25 per goblet. 





Table-top radios, ‘‘still a must” 


Table-top radios offer a surprisingly consistent 
market, according to Morris Malinoff, manager 
of Lawson Jewelers, Phoenix, Ariz. 

Lawson Jewelers, which has a large store in 
the plush Park Central shopping center, gives 
four reasons for emphasizing table-top radios: 
(1) existing radios wear out and need replace- 
ment; (2) a new radio is an unfailingly appre- 
clated gift; (3) many people do not enjoy tele- 
vision and prefer radio music instead; (4) radios 
have become attractive “impulse items,” thanks 
to advancement in design. 

Lawson’s devotes more than 30 feet of wall 
space to table-top radios and shows more than 40 
models. Prices range from $22.95 to $65. There 
is no attempt to “sell down to discount house 
levels.” 

The sheer size of the display attracts plenty of 
attention, making certain that the Lawson name 
will be remembered. A convenient electrical out- 
let system is built behind each shelf, making it 
possible to keep each radio plugged in and ready 
for instant demonstration. 

The average selling price is $30-$35, and 85 
percent of this business is for cash. Nine out of 
every ten people who buy radios at Lawson’s are 


buying for themselves. The store discovered this 
fact by asking its customers. 

Concentration on quality in small radios has 
«a dual purpose at the Lawson store. Quick break- 
downs would mean adjustments and requests for 
service. By virtually eliminating the need for 
repairs, through stocking only dependable models, 
vood will is maintained. More importantly, Law- 
son’s sells most of its radios at, or very close to, 
list price—which requires a skillful selling job. 
Thus the store profits in two ways—better sales 
and better salesmen. 

No matter how you look at it, Lawson Jewelers 
has proved that “table-top radios are still a 
must.” 


“Panning” is the simplest method of gold min- 
ing and was used even by primitive man. The 
Egyptians, however, learned to extract the metal 
underground. They sent miners down into the 
first tunnels with oil lamps fastened to their fore- 
heads. When they found an ore-bearing vein, they 
lit a fire against it. After the rock was hot, they 
cracked it open by splashing it with cold water 
and pried out the gold. 





5-piece place setting, $11.00 


5-piece place setting, $7.95 


design 
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LAUFFER STAINLESS STEEL, so beautifully simple to se 
skilled European craftsmen . 


ee 4 


2 


# J » ie fe 5-piece place setting, $8.75 
A * 


I! Fine t quality 18/8 chrom-nickel steel. Prize winning American designs, executed by 2 
. and proved to be the best-selling stainless steel all over America. H. E. Lauffer®Co., Inc., 230 Fifth Ave., N.Y. 1 


ATLANTIC CITY CHINA & GLASS SHOW / January 3-8 / Convention Hall, Atlantic City, New Jersey / Booths 102-4 
SOUTHEASTERN CHINA, GLASS & GIFT SHOW / January 17-20 / Henry Grady Hotel, Atlanta, Georgia / Room 307 
CALIFORNIA GIFT SHOW / January 24-29 / Ambassador Hotel, Los Angeles, California / Room 485 
CHICAGO GIFT SHOW / February 7-14 / La Salle Hotel, Room 345 / Merchandise Mart, Room 15-121 
NEW YORK GIFT SHOW / February 21-26 / New Yorker Hotel, New York City / Room 942 
DALLAS GIFT SHOW / February 22-26 / Trade Mart, Dallas, Texas / Room 1119 
TORONTO GIFT SHOW / February 22-25 / Automotive Building Exhibition Park, Toronto, Canada 
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Briefly 


U. S. MAKERS OF STAINLESS STEEL TABLE FLATWARE ARE "PLEASED" with President Eisen- 
hower's decision to triple the tariff on lower-priced stainless flatware 
for imports in excess of 5.75 million dozen pieces annually. Duties, of 
course, will remain the same on the first 5.75 million dozen imports. 
Ike's decision, effective Nov. 1, 1959, came after the Tariff Commission 
found that domestic makers were suffering “Serious injury" from imports, 
most of which come from cheap-labor Japan. 


IKE'S QUOTA GIVES FOREIGN MAKERS 25 PER CENT OF THE TOTAL MARKET, says 
President Miles E. Robertson of Oneida. "Admittedly, this is a better 
Situation than existed in 1958," says Robertson, "when foreign imports 
under $35 per dozen pieces were 8.83 million dozen, or 38.7 per cent of 
the total U. S. market (22.77 million dozen)." But Robertson is “unhappy” 
that the quota was set so high, and that it did not cover stainless worth 
$3 or more per dozen (Stainless imports worth more than $3 per dozen now 
account for only a small share of total imports). Robertson predicts 

that foreign makers will continue to make the low-priced stainless up to 
the 5.75 million dozen quota, will then make a strong drive on better- 
quality goods, where duties do not increase. 


"I BELIEVE THE DOMESTIC INDUSTRY'S POSITION IS NOW MORE SECURE," adds 
President Craig D. Munson of International Silver Co. Munson hoped, too, 
that the quota would be closer to the 4 million mark asked by U. S. makers 








at a Tariff Commission hearing Apr. 21, 1959. But he feels now that Ike's 
action will help stabilize the U. S. market, and benefit retailers as well. 


ELGIN WATCHMAKERS COLLEGE PLANS TO CLOSE ON MAR. 1. Declining enrollment was 
cited as the reason for ending the school, which has been operated since 
1920, as a non-profit organization, by Elgin National Watch Co. Elgin 
Vice-President S. D. Moorman of the firm's watch division said enrollment 
has dropped to 44 students, from a high of 190 after the Korean War. 
Moorman explained that a recent survey Showed enrollment at three other 
national watchmaking schools had declined in the last 10 years. "We believe 
that the teaching of watchmaking in local public vocational schools has 
grown considerably, which has caused the reduction," Moorman said. 


ELGIN IS NOW EXPANDING ITS INFORMATIONAL PROGRAMS to continue service to 
the watchmaking and jewelry trades. It has already increased participation 
by its corps of technical speakers at watchmaking Symposiums, has printed 
a new service manual, and set up a program to Supply watchmakers with 
printed information on latest Elgin developments. 





THE STERLING SILVERSMITHS HAVE PROVIDED 5000 HIGH SCHOOLS with manuals and book- 
lets to help educate students about sterling silver flatware. Program, 
begun at the start of the school year, operates in home economics classes, 
reaching a million future homemakers. A 12=page booklet and a 12-page 
manual discuss the selection, use and care of sterling, stress its desir- 
ability. Members of the Sterling Silversmiths of America: Alvin, Gorhan, 
International, Kirk, Lunt, Reed & Barton, Towle and Wallace. 


ONLY 31 STATES NOW HAVE FULLY VALID FAIR TRADE LAWS, according to a November 
Status report by the Bureau of Education on Fair Trade. The Supreme courts 
in 18 of these 31 states have declared the fair trade laws constitutional. 
In the remaining 13 of the 31 fair trade states there has been no supreme 
court test. 


OF THE 18 STATES IN WHICH FAIR TRADE ACTS ARE NOT FULLY ENFORCEABLE, the 
Supreme Courts of 13 have declared the non-sSigner clause invalid. These 
States are: Arkansas, Colorado, Florida, Georgia, Indiana, Kansas, Kentucky, 
Louisiana, Michigan, New Mexico, Oregon, South Carolina and West Virginia. 
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This is “Pa y Dirt” For You! 


Look at the manufacturer who for the first time sent us a lot of 


HANDY & HARMAN, 


floor sweeps. It was processed in the usual manner. The value 
recovered by Handy & Harman was $143.00 more than he had 


received from similar sweeps sent to other refiners. Handy & 
) HANDY & HARMAN 


Harman recovers all there is to recover and pays you in full value. 82 Fulton St., New York 38, New York 
Turn refining problems into PROFITS. There are six HANpy & 
HarMan refining collection plants to serve you conveniently wher- 
ever you are. Send your refinings to HANnpy & HARMAN and see 


how much they are really worth. 
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Briefly i 


In two states (Nebraska and Utah), the Supreme Courts have held the entire 
act invalid. Four states, plus the District of Columbia, never had a fair 
trade act. These states: Alaska, Missouri, Texas and Vermont. 


DE BEERS IS NOW MAKING INDUSTRIAL DIAMONDS. An announcement in mid November by 
De Beers Chairman Harry F. Oppenheimer revealed that De Beers synthesized 
its first small diamond in September 1958. De Beers says it is now 
technically and economically possible to produce the stones commercially. 
But any decision to do so would be made "in close cooperation" with the 
Belgian Congo Diamond Mining Co., which produces most of the world's 
natural industrials. De Beers says it has no plans to make gem diamonds. 
PIONEER DIAMOND MAKER WAS GENERAL ELECTRIC CO., which announced in October 
1957 that it had produced 100,000 carats, using super heats and pressures. 
since, G.E. has weakened De Beers’ hold on the U. S. industrials market. 
Other countries reportedly trying to make diamonds are Russia, Sweden, 
France, Holland, Germany. Industrials are used to cut, drill, grind 
hard metals. 
G.E. DISCLOSED IN NOVEMBER ITS METHOD FOR MAKING DIAMONDS. G.E. takes 
ordinary graphite, and combines it with a catalyst molten metal (a nun- 
ber of metals can do the job). These are placed in a tiny opening in a 
pressure chamber. An electric current melts the metal, which forms a film 
around the graphite. Super heat and pressure transform graphite to diamond. 


STORTI HAS RESIGNED AS EXECUTIVE VICE-PRESIDENT OF FLEX-LET CORP. Storti 
had held the post for 15 years. Resignation was effective Nov. l. Storti 
has made no announcement of future plans. 


HIA HAS PUBLISHED A BOOK ON ITS PACKARD COLLECTION OF WATCHES, edited by Henry 
B. Fried. The Packard Collection belongs to the Horological Institute, 
contains 3l rare and unusual watches worth $100,000. Collection was 
given HIA by J. W. Packard, the automotive genius, in a dramatic deathbed 
request. Collection is now in the Chicago Museum of Science. Book is 
illustrated, is being sold by HIA from Indianapolis for $1.50. 








PROPOSALS FOR A “JEWELERS' HALL OF PROGRESS" AT RJA'S 1960 CHICAGO SHOW were made 
at a meeting Nov. 10 of RJA'sS exhibitors’ advisory committee. Idea is 
that RJA furnish space, without charge, to various associations and seg- 
ments of the industry. These groups would then devise exhibits which would 
be education-oriented. Committee members feel Such exhibits would create 
a better climate at the trade show. 


A NEW SYNTHETIC EMERALD SOURCE, PROBABLY GERMAN, may soon be available. The Gen- 
ological Institute of America has been studying the new synthetic. Pro- 
ducer of the stones asked GIA to postpone publishing any details until 
full production is ready. GIA says the stones, which can be grown in 
"days," are readily distinguishable from both natural stones and Chatham's 
"cultured" ones. 


ZALE JEWELRY CO. SALES WERE $22,185,032 FOR THE SIX MONTHS ended Sept. 30, 1959. 
This is a 21.2 per cent increase over sales for the corresponding part of 
1958. In the same half-year, 15 new stores were acquired or opened. Since 
then five more have been acquired or opened, and four are under construc- 
tion. Zale now has 139 stores in 24 states. 


KAY JEWELRY STORES HAS BEEN ADMITTED TO TRADING ON THE AMERICAN STOCK EXCHANGE. 
Kay's stock opened Nov. 4 under ticker symbol KAY. Chain now consists of 
108 retail jewelry stores and 24 affiliated stores. Two more will be 
opened this month. Kay has added 48 stores since 1954. 


HOW COMPANIES ARE DOING=--Bulova Watch's net income for the six months ended Sept. 
30 was $1,048,942, with profits an estimated 51.4 per cent greater than 
for the comparable period last year. .. . Elgin National Watch's total 
Sales for the quarter ended Sept. 13 were $8,357,000. .. . Schick, Inc., 
Sales for January-September 1959 were $14,597,150, up 6.9 per cent from 
1958. . . - Bell & Howell sales for January-September 1959 were 5 per cent 
higher that for the comparable 1958 period. 


STONE, DECEMBER 1959 





Bee 


pe 
oi -24- 


+4 ft ; 
z ¢ A a nga ee ; 

e ee Re ae Bo Bg. 7 %, 
—_- | a _— > 
A ge — — 


— eee eee OO Ne oe, 


xm 


+ ao L ngs z te z re ~ vee. 2 oo. ae 2 
PIAAARAPARARAPO REESE SES ESSE SESE: 


CS er ee et 


ee An. SA fm 


AUTOMAT 
CHAIN C 


a7 
A__)~ 


— 
AL. 


OH 


bE 


,~ ore 
— Preihe Paid 
GY 


Se RE NE NE SE ME 


y , 24 


oon 
J. 
Ry 


et 


JEWELERS' CIRCULAR-KEYSTONE, DECEMBER 1959 





JEWELERS’ CIRCULAR-KEYSTONE NE | | ~~ 1959 





structure of new Watchmakers Institute 
discussed at meeting of interim board 


The Christmas season, long a 
symbol of peace and brotherhood, 
will this year herald an era of 
goodwill among the nation’s many 
watchmakers. 

On November 7 and 8, the 15- 
man interim board of the newly 
formed American Watchmakers In- 
stitute met in Indianapolis. At this 
meeting, Raymond L. Soucie, pres- 
ident of the Horological Institute 
of America, and Norman D. Luth, 
president of the United Horologica! 
Association of America, issued a 
joint Christmas message to the 
watchmakers of America. The sig- 
nificance of this cannot be under- 
rated—for these two men, heads 
of organizations once bitterly op- 
posed to each other, were speaking 
together as founders of a new or- 
ganization, the American Watch- 
makers Institute. 

Items of business that 
taken up at this meeting included 
the ones of dues, development of 
the constitution and procedure of 
the chartering convention. 

It was decided to set AWI dues 
at $10 per year. It was also de- 
cided that charter members will be 
given credit in 1961 for any un- 
used dues which may have been 
paid into either HIA or UHAA for 
any part of the year 1961. This 
will permit members of the two 
associations to qualify for charter 
membership in AWI by immediate 
payment of dues, with no loss for 
past payments into the two unify- 


were 


ing organizations. 

Although no definite date was 
set for the chartering convention, 
it was decided that it will take 
place in Chicago in early June of 
1960. 

It is reported that hundreds of 
watchmakers from all parts of the 
country have already joined AWI. 
With the membership drive still 
going on full force, it is expected 
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that hundreds more will join be- 
fore the Jan. 1 deadline for charter 
memberships. Although most of 
the members are coming from the 
ranks of HIA and UHAA, many 
of the nation’s previously unaffili- 
ated watchmakers are enrolling in 
AWI. 

Members of the AWI interim 
board, who will direct operations 
until the convention next June, 
are: 

taymond F. Soucie, Elgin, IIl.: 
Norman D. Luth, Bell, Cal.; Har- 
old Rapp, New York; Don Lever- 
enz, Elgin, I[Il.; J. L. Hamilton, 
Denver, Colo.; John Farrell, De- 
troit, Mich.: G. W. Cordes, Toledo, 
Ohio; J. P. Savary, New York; 
Orville R. Hagans, Denver, Colo.; 
J. E. Coleman, Nashville, Tenn.; 
G. T. Gruen, Cincinnati, Ohio; H. 
B. Fried, New York; M. E. Roth, 
Waterloo, lowa; G. M. Gamble, St. 
Petersburg, Fla., and Bertram 
Lowe, New York. 


Hamilton Watch buys 
Wallace Silversmiths 


In a joint announcement on Nov. 
5, Presidents Arthur B. Sinkler of 
Hamilton Watch Co. and H. S. 
Stone, Jr., of Wallace Silversmiths 
stated that Hamilton has acquired 
304,996 of the 305,106 shares of 
outstanding Wallace stock. 

Hamilton had offered Oct. 22 to 
pay $18 a share to Wallace stock- 
holders for each share of common 
stock, provided that 160,000 shares 
were tendered before Nov. 5. 

Sinkler said that “Hamilton has 
been interested for some time in 
acquiring a silver manufacturing 
concern that could 
marketing program in the jewelry 
industry. ... We are proud to have 
acquired Wallace, and look forward 
to a long and favorable association 


broaden our 


in providing the jeweler and con- 
sumer with fine watches and sil- 
ver.” 

The 125-year-old Wallace makes 
sterling silver flatware, sterling 
anc plated hollowware and stain- 
less flatware. Its Puritan Fireplace 
Furnishings division in Milford, 
Conn., also now belongs to Hamil- 
ton, as does Wallace’s Canadian 
sales subsidiary. Wallace facilities 
are in Wallingford, Conn. 


Pearls by Deltah elects 
Gilbert Sachs chief 


Gilbert Sachs has succeeded his 
late brother, Teviah Sachs, as pres- 
ident and treasurer of Pearls by 
Deltah, Inc., maker of simulated 
pearls and jewelry in Pawtucket, 
ae 

Sachs entered the jewelry busi- 
ness in 1932 with American Watch 
Distributors, as a sales representa- 
tive. Later he joined Gruen Watch 
Co., and, after a tour with the U. S. 
Army in World War II, joined Wal- 
tham Watch Co. as vice-president, 
in association with brother Teviah. 

In 1958 the brothers purchased 
the Deltah Co. 

Sachs will maintain his offices at 
the Pawtucket factory, at 560 Min- 
eral Spring Ave. Sales office for 
the firm is at 9 Rockefeller Plaza 
in New York. 


Pearls by Deltah’s Sachs 
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Chatham, Ipekdjian deny FTC charge that 
they deceive public in “emerald” ads 


In separate statements, Car- 
roll Chatham, the San Francisco 
scientist who “grows” emeralds. 
and Ipekdjian, Inc., the New York 
firm markets them, deny 
that they ever deceived the public 
in their advertising of 
the Chatham stones. 

Both Chatham Ipekdjian 
will file such denials with the Fed- 


which 
combined 


and 
eral Trade Commission, which is- 
sued a complaint against them on 
Oct. 14. Complaint alleged that 
Chatham, Ipekdjian and Anglomex, 
Inc, (Chatham’s New York agent) 
had unfairly claimed in advertis- 
ing and promotions that Chatham’s 
laboratory-grown stones were cul- 
tured, emeralds and were 
identical to emeralds. 

ETC 
“Chatham 
Cultured 


were 
cited such slogans. as 
Emeralds” and “Chat- 
ham Emeralds,” said 
these and other phrases were 
misleading and 
FTC also main- 
fact 
stones | 


' 
4 


*“exX- 


false. 


‘* 


aggerated, 
deceptive. 


that ‘‘the 


disclosed 


material was 
that the 
were synthetic.” 

issuance of the FTC 
Vigilance 
had also protested the 
word “cultured” in de- 
‘hatham’s said 
“synthetic.” 


tains 


not 


Prior to the 


complaint, the Jewelers 
Committee 
use of the 
scribing (¢ stones, 


they should 


use 


“Recreated?” “Reproduced?” 
categorically 


label. “Call 
and 


himself 
opposes the “synthetic” 
them ‘Chatham’s little 
green rocks’ if you want,” he says. 

ut not synthetic—this 
as if I called them 


Chatham 
red 


is as de- 
ceitful a lhe 
genuine. 
“Look. 
[I end up 


I start with emeralds and 
with emeralds. I start 
with rubies [which he is also now 
“srowing’| and I end up with 
This is not synthesis, even 
school chemistry stu- 


rubies. 
to a high 
dent.” 

Chatham compares what he does 
to emeralds to what manufactur- 
ers do with salt. “Just because you 
recrystallize salt,” he argues, “this 
does not make it synthetic.” 

The word “recrystallized,” in 
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fact, is one of the words which 
Chatham might agree to substitute 
for “cultured.” Others: 


ated,” “reproduced.” 


’ recre- 
Chatham maintains that even 
“cultured” is not misleading, since 
no one would confuse cultured with 
‘“‘venuine.”’ 

FTC has scheduled a hearing for 
Chatham, Ipekdjian and Anglomex 
for Dec. 21 in San Francisco. Hear- 
ing may be postponed, however, 
because of the semantic complexi- 
ties of the case. 


Douglas seeks data on 
credit control need 


Standby federal control of con- 
sumer credit is again being pushed 
in Congress. 

The new drive to impose govern- 
ment regulations on credit may be- 
come a threat next year. 
Consumer installment debts are up 
again; the government itself is pay- 
ing interest on money it 
borrows; commercial interest 


serious 


record 
and 





WATCH PARTS ARE ALSO FUNNY: Art Linkletter strikes a 


rates are at new highs. 

The Senate-House Economic 
Committee, under the chairmanship 
of Sen. Paul Douglas (D., Ill.), has 
asked the Federal Board, 
the Treasury Department, and se- 
curities for opinions on 
standby economic controls to check 
inflation. The Committee has in 
mind a plan for simple consumer 
credit control of the World War II 
Regulation W type. Plan also might 
include control over loans to banks, 
commercial banking and lending, 
mortgage lending, and corporate, 
state and local securities issues. 


teserve 


dealers 


Control of Savings and Loan? 

In addition, it wants to know 
whether the government should 
have power to control lending ac- 
tivities of savings and loan associa- 
tions, life insurance firms or other 
institutions—and whether current 
interest rates are high enough to 
keep total spending and economic 
expansion within non-inflationary 
bounds. 

At least one Congressman, Rep. 
Thomas V. Curtis (R., Mo.) 
simistic on the chances of business 
again successfully opposing enact- 
ment of standby controls. Rep. Cur- 
tis recently predicted that Congress 
will enact standby credit and price 


iS pes- 


cont rols over a Presidential! veto. 


} 


typical 


chuckle as he looks through a loupe at one of the infinitely tiny parts of a 
Bulova watch, during a recent tour of Bulova’s Jackson Heights, N. Y., plant. 


Linkletter’s guide is Bulova Vice-President David Stambaugh. 


Bulova is cur- 


rently co-sponsoring Link’s “People Are Funny” TV program. 





State associations hail Swiss’ drive 
to end confusion about watch quality 


The extensive pre- Christmas 
campaign to revitalize the quality 
watch market, led by the Watch- 
makers of Switzerland, is drawing 
to a close. From all indications, 
the result will be the 
watch-selling December in 
trade history. 


biggest 
recent 


Sparked by a high-powered mass 
media drive, the campaign is one 
of the strongest marketing efforts 
yet seen in the industry. It is 
aimed at all segments of the watch- 
buying public and encompasses ma- 
jor magazines and a schedule of 
newspaper ads, rounded 
out by a spot radio campaign de- 
signed to hit 20 million listeners. 

Typifying the theme of the cam- 
paign is the question put to the all- 
important youth market through a 
full-page ad in Seventeen: “Isn’t 
it Time You Owned a 
Watch?” This, above all, has been 
the purpose of the drive—to edu- 
cate the public on the advantages 
of owning a quality watch. 

In keeping with this, the Watch- 
makers of Switzerland were re- 
presented with a citation 
from the Society of 


national 


(,;0o0d 


cently 
Horological 


Massachusetts. In extending the 
commendation, President Alvin W. 
Beamish referred to the group’s 
appreciation of the advertising and 
promotional efforts made in behalf 
of jewelers and watchmakers to 
“keep the public informed of the 
advantages of better watches.” 
Similar action has been taken by 
other state 
members have hailed the drive to 


associations, whose 
increase jewelrv store sales of bet- 
ter watches through elimination of 
public confusion about watch qual- 
ity. 

A high proportion of retailers 
have taken part in the program’s 
major promotions. The “Swiss Va- 
cation” contest, for example, en- 
joyed record retailer participation. 
The current record album offer is 
also receiving wide support. 

The Swiss Watchmaker’s cam- 
paign, although it has been essen- 
tially of an institutional nature. 
performs another important func- 
tion. Namely, it consolidates the 
impact of heavy seasonal advertis- 
ing by individual brand manufac- 
turers and importers. This adds 
considerably to the selling poten- 


FOR THE SWISS, COMMENDATION: Representing the Watchmakers of 
Switzerland, Jean P. Savary (left) accepts a citation from the Horological 
Society of Massachussetts. Presented at a special meeting called for the occa- 


sion, the citation praised the Swiss organization’s current campaign to revitalize 


the quality watch market. With Savary are officers of the Boston association: 
(left to right) Henry Smith, director; Alvin W. Beamish, president; and Ray- 


mond Hills, secretary. 
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tial of the industry as a whole. 

Spokesmen for the Watchmakers 
of Switzerland have indicated that 
the success of the program this 
year will probably lead to an ex- 
pansion of the present program in 
1960. 


Retailers claim PX 
competition is ‘‘murder’’ 


Critics of the present military 
store system are mounting a new 
whittle these “ruthless 
down to reasonable 


drive to 
competitors” 
size. 

Small merchants, particularly 
those in the department store, jew- 
elry, tires, and appliance fields, 
have been trying for years to get 
congressional help in restricting 
cut-rate sales by service stores. 

Originally, the stores were per- 
mitted to sell only items of “con- 
venience and necessity.” This lim- 
itation has long since been re- 
moved; criterion now is simply 
whether it would be a “hardship” 
for military personnel to buy at 
regular private outlets. Military 
officials defend their mushrooming 
retail system by saying it is a 
necessary “fringe benefit” to draw 
manpower to the military services. 

The 269 military stores in this 
country now do a volume of $400 
million a year by using the equiva- 
lent of two full combat regiments 
assigned as clerks with the govern- 
ment footing the $17 million an- 
nual salary cost. Markups on some 
items are as low as 7 per cent. 

NRMA points out that these 
super-stores cater to top military 
brass, which because they are well- 
paid, are the only groups which 
can “afford the vast lines carried 
by these stores.” 

In addition, NRMA disputes the 
argument of the military that the 
stores are necessary because pro- 
ceeds go for welfare funds. “We 
should rather see the federal gov- 
ernment appropriate these welfare 
sums, as it would be cheaper for 
the government to do, and at the 
same time take this competitor off 
the backs of the retailers of the 
country.” 


JEWELERS’ CIRCULAR-KEYSTONE, DECEMBER 1959 

















A PROMOTIONALLY MINDED 
HARD-HITTING 


AGGRESSIVE 


Mid-Western 
TRAVELING 


SALESMAN 


Capable of Earning 


*20.000 


a year minimum 
WITH AMERICA’S LEADING DIAMOND RING MER. 
IMPORTERS OF DIAMONDS ~ MAKERS OF FINE DIAMOND RINGS 


Here is the chance of a lifetime for a top flight salesman with 
a following among the mid-west’s Retail Jewelers. The man 
we seek may not be an experienced diamond salesman... he 
must, however, be a self starter with a proven sales record 
...and possessed with a sincere desire to make big money. 
A liberal drawing account to the right man—plus an unlim- 
ited future. 


If you think you can qualify, we would like to hear from you. 


ALL CORRESPONDENCE WILL BE 
RECEIVED IN STRICTEST CONFIDENCE 


write, wire or phone 
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315 WEST FIFTH STREET 
LOS ANGELES 13. CALIFORNIA 
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INTERESTING JEWELERS 


Clockmaker Barny: a man on his own, a sundial for Ike 

There will one day be a tombstone somewhere in New Jersey, 
which will bear the autobiographical epitaph: ‘He couldn’t tell time 
when he was alive, and he can’t tell time now.” Beneath the words 
will be a clock, which will run backwards. Beneath the clock, he in- 
sists, will be the remains of Mr. Barny, world-known collector of 
timepieces, master clockmaker, builder of sundials, author, lecturer, 
merchant-when-I-feel-like-it. 

Mr. Barny may be joking, of course. But a meeting with him sug- 





gests the unnerving possibility not 
only that the clock will be there, 
but that it may chime “Dry Bones” 
backwards every hour. 

Barny, at 51 vaguely in appear- 
ance like Spencer Tracy, exists on 
his own very personal terms, and 
as such is unpredictable, capable 
of all sorts of paradoxes. He has 
dedicated his life to the repairing 
and making and venerating of time- 
pieces. He can make, piece by 
piece on his lathe, beautifully pre- 
cise grandmother clocks, can do 
all the engraving and cabinet work 
himself. (One grandmother, built 
for a railroad heiress, had a com- 
plete miniature train, which ran 
around a track in the face of the 
clock every hour, tooting the time. ) 
He was commissioned to design 
and make the sundial at the en- 
trance to President Eisenhower's 
farm in Gettysburg. Watchmakers 
send their impossible jobs _ to 
Barny. In his shop he has made 
square hairsprings that work, 
clocks powered by fire, water. the 
sun, by gravity. He can make 
timepieces from paper cartons, 
cigarettes, tin cans, castor oil. He 
owns one of the nation’s extraordi- 
nary timepiece collections. 

Yet Barny deplores man’s obsession with time (“‘we eat, sleep and 
recreate by the clock’), thinks that people should ignore it. He 
himself is rarely on time for appointments. 

And though his collections (2000 rare clocks, the first electric 
watch, ancient sundials, etc.) are constantly sought as exhibits by 
the nation’s biggest firms, by the Army and Navy, by the American 
Medical Association, by museums and by whiskey distilleries, they 
are, in his second story walkup at E. 59th St., cloaked behind a window 
unwashed in 20 vears. 

Barny’s method of dealing with competitors is equally improbable. 
When some store offers to sell a duplicate of one of his own clocks at 
the same price he asks, he will raise his own price, thus eliminating 
the competition. He won’t sell anything unless he likes the would-be 
buyer, would rather spend hours talking anyhow. In his rhetoric 
bag of tricks: a scholar’s knowledge of Ben Franklin, hilarious anec- 
dotes, grandiloquence of telephone sallies. 

Barny’s real name, incidentally, is not Barny, but Bernard Goldstein. 
He lives with his tolerant wife and daughter in New Milford, N. J., 
likes to meander in the woods nearby.—Donald A. Dowden. 


This is Mr. Barny’s famous water 
clock, patterned after ones used 
for 1000 years. Romans invented 
timepiece, which operates by re- 
lease of water in cylinder. Barny 
is only maker of these in U. S. 








Americans ‘“‘like’’ ads, 
Gallup poll indicates 


If you’re over 18 years of age 
and an American citizen and you 
don’t like advertising, you’re in the 
overwhelming minority. You’re also 
probably not in the higher eco- 
nomic, social and educational 
groups. 

These are two major conclusions 
made by the Gallup Organization, 
Inc., in a survey of U. S. attitudes 
toward advertising. Survey was 
conducted by Pollster Gallup for 
Redbook magazine. 

In answer to the question: “In 
general, do you like or dislike ad- 
vertising?” 75 per cent of Ameri- 
cans over 18 years of age said they 
liked; 15 per cent said they disliked 
ads, and 10 per cent couldn’t say. 
By groups, the people who liked 
advertising most were those 18 to 
44 years old, those who have at- 
tended high school or college, and 
those on the upper socio-economic 
level. 

Primary reason cited by Gallup’s 
survey for these favorable attitudes 
is that advertising provides infor- 
mation about the availability, qual- 
ity, price and brand of products. 
Without advertising, said 65 per 
cent of the poll, things would be 
much more difficult (9 per cent said 
things would be easier). Again, the 
persons who felt that absence of 
advertising would hurt them most 
were the college-educated, the upper 
socio-income group. 

Fully 76 per cent of the poll said 
that they would choose an adver- 
tised product over one that was not 
if both items were the same price. 
However, a clear majority (57 per 
cent) of the poll felt that in their 
opinion advertising increases the 
cost of things they buy. 

Of the groups polled, 27 per cent 
of the college graduates said they 
had purchased some product that 
had not lived up to the advertising 
claims made about it. Some 25 per 
cent of the business and profes- 
sional people complained; 18 per 
cent of the farmers had been dis- 
illusioned at some point. 

A strapping 81 per cent of the 
poll took the position that advertis- 
ing helps keep the country prosper- 
ous because it creates sales. 
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‘Three more 
‘Diamonds International” 
Award Creations 
by Erwin Pearl 


This new prize-winning jewelry, 
featuring palladium-set dia- 
monds and the three-dimensional 
look, now made available to you 
... for resale. 


For the third successive year, 
Erwin Pearl has been acclaimed 
during the “Diamonds Interna- 
tional Award” competition. The 
three pieces, shown here in ac- 
tua! size, all took prizes for their 
beauty, originality of design and 
excellent workmanship. For de- 
tailed information on reselling 
these new, prize-winning pieces, 
write or visit Erwin Pearl, 5 East 
47th Street, New York City. 


Paliadium-set diamonds sparkie 
from the center of blossoms in 
this “Double Sunfiower” pin. 
Diamonds and sapphires accent 
a graceful stem and intertwining 
leaves. $390 
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Hand-engraved “Desert Flower” 
pin glitters with 15 palladium-set 
diamonds that fook like dew- 
drops. Sculptured technique gives 
5" orm, depth and distinction to this new 

“Fiowering Heart” pin with large Myles design. $500 

center diamond set in palladium. 

31 smaller diamonds nestle in Ali prices keystone, Fed. Tax included. (Ali designs copyrighted) 

curving petais and add to the 

three-dimensional look. $990 


PALLADIUM .... a precious metal of the platinum group 


Piatinum Metals Division « The International Nickel Company, Inc. « 67 Wall Street, New York 5, N. Y. 





suppliers rush lists of products, other 
data to JC-K for 1960 Directory Issue 


The first of the returns from 
what ultimately will amount to a 
mailing of more than 20,000 ques- 
tionnaires are pouring in to the 
editor of JC-K’s 1960 Jewelers’ Di- 
rectory Issue. 

The inital JC-K’s 
four-page questionnaire sparked a 


mailing of 
10 per cent return in less than 
three weeks (by mid-November 

Although efforts are being made 
by JC-K’s editors to ferret out and 
send questionnaires to suppliers of 
all types of products and services 
bought in the industry, some sup- 
pliers have unquestionably been 
missed. 


JEWELERS’ 


KEYSTONE 


These are the four pages of the questionnaire sent by JC-K to suppliers. Data 


Any supplier who has not re- 
ceived a questionnaire will be sent 
one upon request to Editor, Direc- 
tory Issue, JEWELERS’ CIRCU- 
LAR-KEYSTONE, Chestnut and 
26th Sts., Philadelphia 39, Pa. 

The questionnaire answers wil! 
provide JC-K with data on each of 
a company’s products and services 
(questionnaire has some 300 prod- 
ucts and categories listed, asks 
company to check those which they 
produce, distribute or offer as ser- 
vices). It will also provide the 
company’s name, address, postal 
zone and telephone number, method 
of distribution, names of brand 
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given will be used in JC-K’s 1960 Jewelers’ Directory Issue. 
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products, addresses, postal zone and 
telephone numbers of all company 
branch offices, and names and titles 
of company sales and advertising 
executives. 

This abundance of facts will be 
incorporated into the easy-to-use 
JCK Jewelers’ Directory, to be 
published in mid-1960. 

Total circulation of this monu- 
mental work will exceed 20,000. 

Directory will be divided into 
five major sections: 

1. A “‘where-to-buy” directory of 
all types of merchandise of interest 
to retail jewelers. 

2. A “where-to-buy” directory of 
services and supplies avallable to 
jewelers. 

3. A “where-to-buy” directory of 
manufacturers’ 

4. An index by 
every item illustrated or described 
in advertisements within the book. 


suppliers. 


products of 


5. A “yellow section” listing 


more than 5,000 suppliers’ by 
name, address, 
postal zone and telephone number, 
and by method of distribution | 1.e., 
to manufacturer, to retailer 


branch offices, 


through wholesaler, or to retailer 
directly 

Subseribers to JC-K should con- 
tact JC-K for details of distribu- 
tion, to assure their reeelving a 
copy of the new reference work. 


Income tax ‘‘padders, ’’ 
beware! the jig is up 
Taxpayers who are now apt to 
fudge a little, playing the percent- 
ages that their return won’t be 
looked over by the taxmen, won't 
be able to play this game muc! 


longer. 

By 1967, or sooner, the Internal 
tevenue Service plans to have ma- 
chines in service that will bring 
the fudgers up short. New elec- 
tronic gadgets will check every in- 
come tax return in detail—and 
pick up the phonies. 

IRS will spend about $100 mil- 
lion for the machines. Officials fig- 
ure the government will pick up 
billions of dollars in extra revenue 
by keeping the taxpayers honest 
And tax rates could drop. 

At present, men and today’s ma- 
chines go over on a spotcheck basis 
only one out of every 30 returns. 
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Arizona RJA’s Rosner 


Arizona RJA reelects 
Rosner president 


Members of the 


Jewelers 


Arizona Retail 


Association have insti- 


tuted a group insurance program 


for 1960. Any dues-paid 


can receive the group plan benefits. 


member 


Announcement of the plan was 
a big feature of the association’s 
21st annual convention Sept. 26-27 
at the Hotel Westward Ho in 
Phoenix. 

Reelected president, vice- 
president and secretary-treasurer 


— : 2? les » . 
were, respectively, Ben Rosner. 


Dennis Naughton and Catherine 
Dennison, all of Phoenix. Conven- 
tion included social activities and 
business sessions, was attended 

4 


jewelers from every part of 


tate. 


Bankruptcies increase 
for third straight year 


The number of merchants who go 
bankrupt each year is still rising. 
But the 
bankrupts is 
quickly, 
growing 
number of bankruptcies. 


number of wage-earner 


rising much more 
and accounts for a steadily 


percentage of the total 


These new trends are reported In 
ie annual report of the director of 

Administrative Office of the 
io. Courts. 

The total number of bankruptcy 
cases filed in the 12-month period 
ending last June 30 reached an all- 
time high of 100,672. This is the 
third year in succession that this 
figure has increased. 

Of the total number of 


Cases, 


however, only 11,729 (11.7 per 
cent) were filed by merchants. The 
other 88.943 cases (88.3 per cent 
were filed by wage-earners. 

The percentage of merchant 
bankrupts has been declining since 
1955, when merchants filed 15.5 per 
cent of the total cases. 

More bankruptcy cases are filed 
in March than in any other month 
of the year. The lowest number is 
filed in December. 

A sum of $2 million for bank- 
ruptey referees’ salaries has been 
appropriated for fiscal 1960—the 
same sum appropriated for 1959. 


Helbros Watch has sales 


meeting—by telephone 


When Vice-President 
Prigozen was ready last 
with all the details of his 
Helbros Watch 
gram, he merely 
phone. In seconds he 
the dope out to his nation-scattered 


Larry 
month 
1959 
advertising pro- 
picked up the 
was getting 


25-man sales staff, simultaneously, 
on 25 separate telephone lines. The 
salesmen never had to leave the 
road. 

In commenting on the success of 
the telephone conference as a tool 
for communicating with field men, 
Prigozen pointed out that today’s 
accelerated pace of selling, and the 
need to keep sales personnel in the 
field maximum hours, made such 
new techniques mandatory. 

“The telephone sales conference 
is but one of the newer tools avail- 
able to us,” he said. “It served to 
give special drama to a very excit- 
ing campaign.” 





Prigozen makes conference call 
Now Hear This! 


FTC eyes unethical 
business, TV ads 


Spurred by President Eisen- 
hower’s growing concern about the 
implications of the recent televi- 
sion quiz scandals, the Federal 
Trade Commission is expanding 
its drive against illegal, unfair and 
deceptive business practices. 
fields to be investi- 


gated are illegal and discrimina- 


Among the 


tory price cuts, advertising allow- 
ances and spurious radio and TV 
commercials. 

The crackdown on illegal ad al- 
lowances involves suppliers who 
offer, or merchants who demand 
and get, price cuts that are not 
available to all other customers. 
Also involved are advertising and 
promotional allowances and rebates 
which either amount to a price cut 
or are not offered to all on equal 
terms. 

Now under 
cases of illegal granting of volume 
discounts, which are not warranted 
by reduced costs incurred by the 


study are several 


supplier. Some buying associations 
are also in hot water for demand- 
discounts for 


ing large volume 


members. Unless an association 
performs some function that cuts 
the suppliers’ cost, FTC says, this 
practice is illegal. 

Although the television and radio 
industry itself has been called upon 
to police commercials that are spu- 
rious or in bad taste, FTC an- 
nounces that it is doubling its own 
staff of TV monitors. Commercials 
as well as network programs will 
be studied, FTC warns. Non-net- 
work shows and commercials | 


AiSd he Wat hed. 


Palladium price jumps 
twice in two weeks 


In a two-week span in late Oc- 
tober and early November, Baker 
& Co. twice increased the price of 
palladium by $2 an ounce. Current 
price is $22 an ounce for large lots 
and $24 an ounce for small lots. 

Baker & Co. says the rise is an 
indication of tight supply. Biggest 
new demand is coming from the 
communications industry, which 
uses the metal on contact points. 





Albert Samuels patents 
diamond ‘‘fingerprinter’’ 


Albert S. Samuels, 
jeweler, who has been in business 


77-year-old 


in San Francisco for 62 years, has 
taken a patent on two 
which he now uses to show dia- 
customers just what the 
stone they’re buying looks like. 

Samuels calls his equipment the 
Diascope and the Diagraph. The 
Diascope is a combination camera 
and microscope, with 
lighting source. With this Samuels 
photographs the gem. The result- 
ing transparent photograph is pro- 
jected on the Diagraph, which is a 
three-foot measuring screen ruled 
into 1000 squares. 

Samuels charts the number of 
flaws that appear on the screen ac- 
cording to the number of squares 
which the flaws cover. That num- 
ber, related to the basic 1000 
squares, yields the percentage fig- 


devices 


mond 


filters and 


ures Samuels uses in describing 
his diamonds. If, for example, 
flaws in the photograph 
cover 32 of the squares when pro- 
jected onto the screen, that stone 
is 3.2 per cent flawed, or 96.8 pe 
cent flawless. 

A one-carat 
almost 5000 


stone’s 


stone 1s magnified 
times by Samuels’ 
equipment. 

Samuels expects to license others 
to use his two devices, thinks that 
they will “free customers from the 
tender mercies of expert opinion, 
back up claims of 
jewelers and permit more accurate 
appraisals of diamonds for insur- 


sales quality 


ance purposes.” 


Scott Means reelected 
Kentucky RJA president 


The 55 
tucky Retail Jewelers Association 
Scott Means of Hopkins- 
ville to a second term as president 
organizational 


members of the Ken- 


elected 
at an meeting in 
( ectober. 

Other 1960 officers: Don Jackson 
of Owensboro, vice-president; Don- 
ald Merkley of St. Matthews, sec- 
retary -treasurer. Directors are 
James Davis, T. S. Merkel, Rou 
Mayer, Dan Lorch, L. B. Demaree, 
William K. Ewing, R. J. Jochum, 
George Corder, and William Fuller. 

Association recently was incor- 
porated. 
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Business Entrepreneur Shriro 


Shriro, Inc., President 
wins high French honor 


The government of the Republic 
of France recently honored Jacob 
Shriro, founder-president of Pre- 
cision Time Corp. in Lancaster, Pa., 
with the highest award by France 
for non-military endeavor. 

Award, which carries the title 
Chevalier du Merite Commercial, 
was given Shriro for his contribu- 
tions in strengthening internation- 
al trade relations between the U.S. 
and France. 

In all Shriro controls a variety 
of manufacturing and importing 
operations in 17 countries through- 
out the world, from his headquar- 
ters, Shriro, Inc., in New York. 

Precision Time in_ Lancaster 
makes the ‘Jaro’ watch line. 


U. S. will act to stem 


loss of gold reserves 

The United States will try two 
solutions to the problem of its 
dwindling gold reserves and in- 
creasing foreign holdings. 

The problem of the vanishing 
gold is primarily one of money, but 
it also has some effect on commer- 
cial gold operations. 

Treasury Secretary Robert An- 
derson says the U.S. will try to in- 
duce Western European nations and 
Japan to assume some of the bur- 
den of providing economic aid to 
poorer nations. U.S. also will try to 
remove or modify barriers to im- 
ports of American products. 

Such steps by friendly nations 
would help stop the present flow of 
gold away from this country, the 
officials say. 


Fashion Institute plans 
jewelry fashion “‘week’’ 


Plans to give women’s jewelry 
a new and dramatic place in the 
1960 fall fashion picture, and to 
increase retail sales of all types of 
women’s jewelry, were outlined and 
approved by the Fashion Coordina- 
tion Institute of the Jewelry In- 
dustry Council at a New York 
meeting Nov. 5. 

A jewelry fashion “week” late 
next fall will be directed and spear- 
headed by the Institute, will bring 
together manufacturers, wholesal- 
ers and retailers in an organized 
effort to gain new attention for 
women’s jewelry. 

To publicize the event, the Insti- 
tute will stage a broadly stepped- 
up overall program through news- 
papers, magazines, TV and radio, 
to bring jewelry and its fashion 
story home to the American wo- 
man. 

To assist retailers, the Institute 
plans to produce a variety of sell- 
ing and promotion aids, such as 
posters, booklets and a bulletin on 
the important fashion points of the 
1960 fall season. A special display 
project is planned, involving both 
window and counter display, to 
provide promotion ideas and sug- 
gestions for retailers. 

Membership participation is ex- 
pected to be broad and enthusias- 
tic, according to Steering Commit- 
tee Chairman Carlton Fishel. Mem- 
ber firms, whether suppliers, man- 
ufacturers or wholesalers, will be 
encouraged and assisted in coor- 
dinating their own selling, promo- 
tion and advertising programs to 
the jewelry promotion period. 

A slogan and poster are under 
consideration to identify the pro- 
yram, Fishel said. 


Pennsylvania RJA votes 


Wolf, Friedman leaders 
Ed Wolf of B. Harton Jewelers 


in McKees Rocks and Lawrence 
Friedman of Lawrence Jewelers in 
Clairton have been elected presi- 
dent and 
tively of the Pennsylvania Retail 


vice-president respec- 


Jewelers Association. 


Group held its annual meeting 
in mid-September in Reading. Her- 
man Hollander is executive secre- 
tary. 





BIG BROTHER WATCH- 


ING: Two Russians take a 3 . } When ee, 
long look at the latest-model P a, | in 


Bulova portable transistor 
radio models at the Amertl- 
can Pavilion in Moscow. 


American-made radios gen- oie 7 a 4 . 
erally created much atten- a «C* : 4 a | - | REPO) RI 


tion in the Russian capital 
during last summer's fair. 


IDEAS FROM OVERSEAS: These jewelers from Germany visited the Bulova 
Watch Co. plants in the U. S. recently, were put to “work” telling Bulova ofh- 
cials about techniques used to sell fine watches on the continent. In a turn- 
about, Bulova Vice-Presidents Emanuel Hochman and Tad Jeffrey and other 
experts outlined successful U. S. jewelers’ watch-selling activities. 
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WATCH FOR STYLE: At the Watch 
and Jewelry Exposition held recently 
in Geneva, Switzerland, this “Curvili- 
near Lozenge” man’s watch by Patek 
Philippe received one of the two 
“special mentions” awarded in the 
men’s high fashion division. Next 
year, the show will be an international 
event rather than one limited to Swiss 
watchmakers. 


KAY PLAYS THE MARKET: Kay 

Jewelry Stores President Cecil D. 

Kaufmann, right, sends a_ report 

through the American Stock Ex- 

‘S "% ? change’s pneumatic tube system, an- 

— : . nouncing the admission for trading of 

IN THEM THAR PANS, PROFIT: Worker at Engelhard Industries’ new Baker 693,286 capital Kay shares. With 

Division plant in Newark, N. J., weighs out some $250,000 worth of pure plati- Kaufmann is Exchange President Ed- 

num, all of it recovered from scrap. Baker’s re-refining operation makes money ward T. McCormick. Stock opened on 

by buying the “sweeps” from platinum-using jewelers, jewelry makers, and 100 shares at 20% under ticker sym- 

from the metal trimmings of many industrial users of precious metals. New bol KAY. Kay operates its 132-store 
plant is the world’s largest precious metal scrap operation. empire out of Washington, D. C. 








AN IMPORTANT STATEMENT ON TWIST-O-FLEX 





a problem of success 
—for us 


This fall we created an engineering break-through on watchband construction and produced 
our new line of Speidel Twist-O-Flex Watchbands. On September 22, 1959, these bracelets 
were commercialized for the first time—on the “Price Is Right” TV show. Public reaction was 
immediate and startling. Ever since that night the entire Twist-O-Flex line has been on alloca- 
tion to our franchised distributors. 


This has, in turn, created a situation where retailers cannot fully meet the great public demand 
for the exciting new Twist-O-Flex. 

Now, inasmuch as a further build-up ot this consumer pressure can be expected as the result of 
Speidel’s plans to continue its TV campaign into the Christmas shopping season, we are faced 
with a “problem of success.” Our solution to this problem 


presents a Christmas sales opportunity 
—for you 


In order to convert as fully as possible the insatiable public demand for Twist-O-Flex into 1m- 
mediate profits for the retailer, Speidel is offering, through its distributors, specially designec 
‘“Twist-O-Flex Gift Certificates” which can be presented at Christmas time by the gift giver— 
and redeemed at the jewelers in January for a sparkling new Twist-O-Flex Watchband. 


Twelve of these gift certificates will be mailed to each of the retailers on the list of Speidel dis- 
tributors. Additional quantities will be available upon request. 


Fach gift certificate is composed of an original copy, to be given by the retailer to the purchaser, 
and two duplicates—one for the retailer’s records and the second to be sent to his distributor 
so it can be rush-ordered from the Speidel factory. Among the additional advantages provided by 
these gift certificates are the benefits of having the recipient visit the jeweler’s store in January, 
giving the retailer a chance to become better acquainted with the recipient of the gift certificate 
during a period when the jeweler has the time for such activities. 


70 SHIP STREET 
PROVIDENCE, R.I. 











STATE OF THE JEWELRY BUSINESS 


(Tabulated each month to h. lp readers spot imdustry trends) 


IMPORTS 
% change 
September from 
1959 Sept. 1958 


WATCH MOVEMENTS (units) 
0-1 jewel 733,052 28.0 
2-7 jewels 156,887 8.1 
8-15 jewels 7,773 55.0 
16, 17 jewels 676,216 + 31.3 
over 17 jewels 1,278 52.9 
all movements 1,575,206 24.4 


DIAMONDS 
uncut, by carats 132,923 27.1 
uncut, by value $5,143,556 35.9 
cut, by carats 101,060 46.5 
cut, by value $9,335,040 31.0 
CULTURED PEARLS $914,935 28.2 
IMITATION STONES $879,201 0.7 


EXCISE TAXES 
% change 


AMOUNT COLLECTED $36,484 -6.3 
(add 000) 


VITAL STATISTICS 


°% change 
September from 

1959 Sept. 1958 
MARRIAGES 143,000 + 5.9 
BIRTHS 372,000 1.1 


FAILURES 
°% change 
October from 
1959 Oct. 1958 
CASH JEWELERS 12 
INSTALLMENT JEWELERS 1 
WATCH REPAIRERS 0 
WHOLESALERS 2 
MANUFACTURERS l 


SEPTEMBER 1959 


(troy ounce, large lots) 


1959 





July-Sept. from July- 
1959 Sept. 1958 1959 
$126,848 


Jan.-Sept. 
1959 


4,404,547 
964,862 
38,554 
4,059,994 
11,865 
9,479,822 


1,161,501 
$69,576,787 
677,285 
$64,166,995 
$9,619,457 
$8,517,818 


Jan.-Sept. 


Jan.-Oct. 
1959 
117 
36 
4 
31 
22 


% change 
from Jan.- 
Sept. 1958 


41.5 
24.9 
22.0 
+31.9 
-19.7 
+- 35.2 


+-61.3 
+37.1 
+ 51.2 
35.8 
+ 27.3 


% change 

from Jan.- 

Sept. 1958 
+-3.6 


°% change 
from Jan.- 


% change 

from Jan.- 

Oct. 1958 
—10.3 
27.8 
0.0 
—3.2 
~68.2 


WHOLESALE JEWELERS’ DEPARTMENT STORE SALES 
SALES AUGUST 1959 


% change % change 


from 


from Jan.- 


Aug. 1958 Aug. 1958 


% change %change rie jewetry 


from from 
WATCHES 4-12 
Sept. 1958 Aug.1959 gt VeRWARE, 


SALES L8 + 24 CLOCKS _3 


INVENTORY & +3 COSTUME 
JEWELRY —2 


METAL PRICES—MID-NOVEMBER 1959 


Mid-November One Year 


Ago 


SILVER $.91 3/8 $.90 1/8 
PLATINUM $77 $57 
PALLADIUM $22 $19 
IRIDIUM $75 $80 


+15 
14 


-4 


% change 
1.4 
+ 35.1 
+15.8 
—6.3 


BIG 














PROFITS 


FROM DIGNIFIED 
Retail or Auction 


Sales fe eo 
Liquidations 
Promotions 


Brill! & Colmes will show you how you can 
realize MORE CASH through their proven 
sales methods. than the highest bid quoted 
for your business. Plan ahead! NOW! 


Write * Wire * Phone Collect 


No Obligation © In Strictest Confidence 


BRILL & COLMES 





and Associates, inc. 


Auctioneers and Sales Specialists 
45 West 45th St., N. Y. 36, JU 6-2334 
. Members’ Jewelers Board of Trade 


JS 
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MANNING 


FOR 


Opals of today, mined i 


Australian mines ore the 


be made synthetically. The col 


vo] ole Mold -ME isl -MEd-tidelailels Moh ME 1st-MEitelat, 


in myriads of microscopic prisms — 


the substance of the gem. 


MANNING OPAL CORP. 


62 West 47th St. * New York 36 


PLAZA 7-4725 


& We buy in the Mines — 


® We cut with our own Hands — 


® We supply the World Wide Trade 
with OPALS only 


ALL 


QUALITIES + ALL SIZES 








CULL? VRED 
PEARLS 


Swindell the 


Certificate of Commendation 


by the Pearl Society 


of Japa "2 


Write for 

NEW BROCHURE 
of the facts 
about PEARLS. 
It’s FREE! 


JACK J. FELS 


9 Maiden Lane, New York 38, N. Y. 








PRECIOUS §S 
Loose or mounted 
in appealing 
RINGS 
A large selection ; 
of choice unmounted © Sapphires 
SEMI-PRECIOUS STONES ® Rubies 
Memo selection sent promptly 


ALLAN CAPLAN 


580 FIFTH AVE., NEW YORK 36, N. Y. 
Plaza 7-1560 


® Cat’s Eyes 
@ Emeralds 





neh  at chant atacand he. abhtinte ss 


@ Star Sapphires | 





VALUE—QUALITY—SERVICE 


Adolphe Adler 


KAKA CN 
QI 


Diamond Cutters 
and 
Importers 


* All sizes and qualities from 1 pt. single 
cuts to large stones. 


* Selections of round & fancy shapes. 
* Memorandum selections upon request. 


¢ Liberal terms. without extra charge to 
well rated firms. 


630-5th Ave. New York 20, NY. 
Circle 6-7315-6 
JOHN GRAY—Management 


EAST 


Piccard Watch Corp. cele- 
opening of its new New 
Oct. 30 with a lavish 
Offices are at 550 
Fifth Ave., one story above the 
ground floor, with picture - window 
access to Fifth Ave. President of the 
firm is A. Blumstein. His son Stanley 
is an officer of the firm. 
es The New York Guild of the Amer- 
ican Gem Society opened its fall sea- 
son with a talk by Robert Limon of 
Washington, D. C. Mr. Limon’s inter- 
esting topic was “Use of the Diamond 
Proportion Analyzer and Templet.” 
= John Heathcoat & Co., Inc., 108 W. 
39th St., New York, has been made 
sole U. S. selling agent for “Selvyt’’ 
polishing cloths. 
# Louis Detkin, of Royal Craftsman. 
Inc., was guest of honor at the an- 
nual costume jewelry industry dinner 
for the Federation of Jewish Phil- 
anthropies. Dinner was held at the 
Waldorf-Astoria, New York. 
s At the October meeting of the Hor- 
ological Society of New York, Don 
Leverenz of Elgin Watch Co. gave a 
talk on the automatic watch. Also, a 
movie was shown on the Elgin “Dura 
Balance.” 


es Lucien 
brated the 
York offices 


cocktail party. 


jewelers’ 


# The 94th anniversary banquet and 
convention of the Horological Society 
of New York will be held February 
14, 1960, at the Hotel New Yorker. 
The New Jersey Watchmakers Asso- 
ciation will take part in the meeting. 
= Members of the New York Jewel- 
ers Square Club were treated to an 
informative talk on diamond smug- 
gling at the club’s regular meeting in 
October. Also discussed at the meeting 
were plans for a “ladies night” as an 
anniversary affair in March. 

es Ata 


business 


of civic and 
New York. 


recent luncheon 
leaders held in 


the Shelley Jewelry Mfg. Co. received 
the “Thumbs Up” award for out- 
standing contributions to the employ- 
ment of handicapped people during 
the past year. 

a Carlos Jewelers, in Rockville 

tre, N. Y., will remodel its store. 
es Lucien Piccard Watch Co. 
leased the second floor of 550 

Ave., New York. New quarters 
be used for showrooms and offices. 

s Leitzel’s Jewelry and Gifts, Millers- 
burg, Pa., has opened a new store in 
Lykens, Pa. 

es William & Sydney Spector, makers 
of 14K cultured pearl jewelry, have 
relocated their office and factory to 
22 E. 49th St., New York. 

es Best Jewelers has opened a new 
store in Southland, Pa. It is the firm’s 
fourth store in the Pittsburgh area. 

s At a luncheon meeting of the Buf 
falo Advertising Club, Buffalo, N. Y.., 
Mrs. Ruth L. Green, of the Linde Co., 
spoke on synthetic gems. She display- 
selection worth more than 


Cen- 


has 
Fifth 
will 


ed a 3/0,- 
OOO. 

s The Appel and Weber jewelry store, 
Lancaster, Pa., has been bought by 
Watt and Shand, Penn Square. ° 
Appel and Weber name 
tained when the business 
the Watt and Shand building. 

s Morse Jewelers, Inc., Albany, N. Y. 
has opened under new 
President of the new firm Is 


will be 
is moved 


ownership 


Marti 


J. Faigenbaum. 


s Harry Gamler, of Gamler’s Jewel 


ers, Buffalo, N. Y., celebrating his 
10th vear in business, asked by 
the local paper to make some observa 
tions on jewelry styles. He said that 
simple, more refined lines predominate 
in modern jewelry. 

e Rudolph Jewelers Inc., Albany, 
N. Y., celebrated its recent 55rd an- 


y 


niversary at the annual sales meeting 


Was 





Smithsonian receives 
copies of ‘‘Cullinan’”’ 


A copy of the famed Cullinan 
diamond, as it when it was 
found in South Africa in 1905, plus 
copies of the nine stones into which 
it has since been cut, were pre- 
sented last month to the Smithson- 
ian Institution. 

Gift was made by South African 
Ambassador duPlessis to Institu- 
tion Secretary Leonard Carmichael, 


Was 


in the Gem Room. 

All of the major 
which the Cullinan was cut are now 
part of the British jewels 
or belong to the 


Largest, the Star of Africa, weighs 


stones into 
crown 
royal family 
930.2 carats. 

Last November the Smithsonian 
gratefully accepted an _ equally 
famous diamond, the Hope, but this 
one the McCoy, worth 
some $500,000. was Harry 


Winston. 


real 
Donor 


Was 
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es John R. Blackinton of R. 
ton & Co., North Attleboro, 
was elected president of the Boston 
Jewelers Club at its 72nd annual 
meeting Nov. 7 in the Statler-Hilton 
Hotel. New officers’ slate includes 
Darwin R. Neumeister of Bigelow 
Kennard, vice-president; Ellsworth 
W. Read of Kettell Blake & Read, 
secretary-treasurer; and directors, 
Sturges C. Rice of Whiting & Davis, 
Plainville, Mass.; Herbert L. Thomae 
of Charles Thomae & Son, Attleboro, 
Mass.; Walter E. Mutz of Chelsea 
Clock Co., Cee, Mass.; Sydney 
DeYoung of J. & S. DeYoung, Bos- 
ton; Leo J. Simard of Holyoke, 
Mass.; and tichard Shreve of 
Shreve, Crump & Low, Boston. 

es Jon Oakes, manager 


Blackin- 
Mass., 


of the watch 
and hearing aid department of R. C. 
Jewelry Co., Rumford, Me., attended 
the Hearing Aid Hearing Conference 
at the University of Pittsburgh in 
October. 

w So] Cote. jeweler in 
Me., co-chairmanned that 
ty’s Rotary Club “hunters 
in October. 

s The first professional golf tourna- 
ment for jewelers in the Greater Bos- 
ton area was held at Franklin Park 
Golf Club and attracted 30 contes- 
tants. Top trophy winner was Victor 
Barnholtz of Sager Bros., Province 
Suilding, Boston. Other winners were 
Kudine Shuman of [. Alberts, Jewel- 
ers Building, and Charles Gerstein of 
Coronet Jewelry, Province Building. 
Sam Cohen of Robinson Co., Boston, 
tournament chairman, hopes the 
event will be staged again next year. 
s DD. L. Dorfman & Son moved re- 
cently from 110 Summer St., Boston, 
to quarters at 562 Boylston St., 
larger display space. 

s Louis P. Nolin has moved from an 
upstairs store to a street-level store 
at 133 Lisbon St., Lewiston, Me. 

es Nearing the halfway mark in the 
fast-paced Boston Jewelers’ Bowling 
League, Bob Clark of Thomas Long 
Corp., Boston, leads with high single 
score of 154 and high average of 105. 
Thomas Hagerty of Gordon Bros., 
Soston, is ahead with 347 for high 
three strings, and the Thomas Long 
firm is sitting pretty as high team 
(545), with high team totals (1539). 
es J. EF. Richard has moved from the 
Colonial Hotel Block to 6 Main St.. 
Gardner, Mass. 

e® The Massachusetts and Rhode 
Island Retail Jewelers Association 
recently elected Quentin W. McCaf 
frey of Quincy president and John 
Greco of Andover, Mass., vice-presi- 
dent. Other officers: Joseph Gurney 
of Brockton, Mass., second vice-presi- 
dent; William H. Shreve of Boston, 


Fort Kent 
communi- 
breakfast” 


has 


ENGLAND 


treasurer; Robert Frank of Worces- 
ter, Mass., secretary. 

=» Norman Sharpe has moved up 
from the fifth to the seventh floor of 
the Jewelers Building, Boston, taking 
over the premises occupied by Phil 
Barber, who has headed to the West 
Coast. 

# Sanger Jewelry Co. in the Jewelers 
Building, Boston, has increased its 
line of trophies, is now agent for five 
manufacturing firms. 

ws Royce Whipple of Wilder, Vt., re- 
cently accompanied Bernie Smith of 
Smith & Zaff, Boston, revisiting old 
clients throughout New England 
whom he serviced when he was with 
Sogle Bros. of White River, Vt. 

s Mac’s Jewelry of Portland, Me., 
has remodeled its jewelry display 
space in its Forest St. store. 

es Richard owner of Wolmre & 
and Smith-Kern stores, Willi- 
mantic, Conn., has added a bride’s 
room to his Wolmer & Case store, 
which contains an attractive display 
of silver, glassware and china. En- 
tire underwent remodeling. 

as James Vose of Sproul & Vose, Lin- 
coln, Me., is a firm advocate of pro- 
moting his Pine Tree State’s native 
minerals. He has an enviable collec- 
tion of Maine gem stones including 
smoky topaz found in the Mt. Katah- 
din region. 

es Edwin L. Guiness of 
Guiness Co., Boston, was 
president of the “30” Club recently. 
Louis Shapiro of Modern Jewelers 
Supply, Boston, was named treasurer. 
Edward Egan, Massachusetts sales- 
man for Hamilton Watch, is new sec- 
retary. The Diamond Peacock Club 
picked William Webber of Providence 
as its new president, and Oscar Zaff 
of Smith & Zaff, Boston, as vice- 
president. Reginald White of Provi- 
dence is new treasurer, Fred Brown 
of Manchester, N. H., secretary. 

es Frank DePrisco Co. has added new 
religious jewelry and trophies 
tions to his fourth floor, Province 
Building, display quarters in Boston. 
s Benjamin J. Finn, president of 
KE. B. Horn Co. in Boston, Mass., left 
recently for a world business tour. 
He will visit the diamond centers in 
Europe and South Africa. 

= John Mario has remodeled his 
store, Ryan’s Jewelers, in Bridgeport, 
Conn., has added a Gemologist’s 
Counter. 

s Robert F. Philbrook has purchased 
the business formerly operated by 
teginald Saunders at 4 Forest Ave., 
Portland, Me. New store name: The 
Wee Little Tic Toc Shop. 

es Oral W. Lamica has opened his 
second store in the Springfield, 
Mass., Plaza Shopping Center. 


Case, 
Case 


store 


Louis F. 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMONDS CHINA OLO GOLD 
WATCHES GIFTW ARE PLATINUM 
JEWELRY LVER FIXTURES 
PEARLS Complete Stocks ANTIQUES 
CALL COLLECT FOR CONSULTATION 
Telephone: DEarborn 2-3407 
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AUCTIONS 


For JEWELER'S 


@ Fast Money Raising Sales 
Conducted 


Your Reputation's Protectea 
Your Store Becomes Popular 
40 Years Experience! 

All Inquiries Kept Confidential 


We are prepared to buy you out 
for cash or sell for you and raise 
the necessary funds you may re- 
guire. 


@ Everything Furnished For The 
Success Of Your Sale 


@ Most Experienced Talent In 
America 


@ Sales Coast To Coast 


Sar's Wholesale 


Distributors, Inc. 


2959 WEST 59th STREET 
CHICAGO 29, ILL. 
Phone WAlbrook 5-016! 

If No Answer Phone HEmlock 4-7753 
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e The Mallers Building, at 5 S. Wa- 
bash Ave., home for 47 years of nu- 
merous of Chicago’s jewelers, 1s 
changing its name and address. New 
name will be Trans-Continental Build- 
ing (after the namesake air line, 
which has taken over the main floor). 
New entrance will be 67 E. Madison 
St. 

ws The October Luncheon of the Chi- 
cago Jewelers’ Association was desig- 
nated as Past President’s Day. 
Among the ex-presidents present were 
Frank Milhening, H. Paul Jurgens, 
Harry E. Radix, A. C. Becken, Jr., 
Louis G. Buss, Howard D. Schaeffer, 
John G. Leiner, George Engelhard, R. 
Schell Hulbert, Chas. G. Brown, John 
siggins, Mead Montgomery, James 
Swartchild and Alvin A. Lauschke. 
Guest speaker was Dr. Cleo. Dawson, 
who talked on “For Every Problem 
There is an Answer.” There were 65 
members attendant. 

= The Golden Roosters’ annual elec- 
tion and stag, was held Nov. 19 at 
the Bismarck Hotel in Chicago. The 
nominating committee presented the 
following officers for 1960: Albert G. 
Wahlen of Goldsmith Bros. Smelting 
& Refining Co., Chanticleer; Melvin 
L. Goldman, a lawyer, Keeper of the 
Nestegg; Fred J. Hertel of Elgin 
Watch Co., Scratcher. 

es The Jewelers’ Association of 
Greater Chicago, under the leadership 
of Alex Berke of Berke Jewelers, Elm- 
hurst, Ill., and Ben Sacks, executive 
secretary and counsel, gave a dinner 
dance in the Ambassador West Hote! 
in Chicago Nov. 22. The 185 members 
and guests were treated to an hour 
and a half of name entertainment. 
# Leslie Drucker, Chicago represen- 
tative of Tishman & Lipp Co. in New 
York, has been admitted to member- 
ship in the Chicago Jewelers’ Club. 
He resides at 3520 N. Lake Shore 
Drive, Chicago. 

# A number of the wives of mem- 
bers of the Chicago Jewelers’ Club, 
were entertained at the newly re- 
modeled club in November. 

® Annual Christmas party for 
Jewelers’ Club members will be held 
Dec. 22 in the newly remodeled club 
rooms. 

= Rose Jewelers, Detroit jewelry store 
chain, opened its 12th store recently, 
in the new Wonderland shopping 
center in Livonia, Mich. 

# An ilil-year-old ordinance which 
forbade the holding of jewelry auc- 
tions in jewelry stores in Denver, 
Colo., was repealed recently by Dis- 
trict Judge Don Bowman. 

s Daniel’s Jewelry Co., jewelry store 
chain with headquarters in Lansing, 
Mich., opened its 11th store Nov. 3 
at 236 S. Burdick Mall, Kalamazoo, 
Mich. 

s Layton Thompson, sales representa- 
tive since 1947 in Ohio for the Art- 


carved ring line of J. R. Wood & 
Sons, has retired to Florida. Thomp- 
son also sold Artcarved in Pennsy]- 
vania, Maryland and West Virginia. 
# Rank & Motterdam Co. will move 
in March to its new quarters with 
H. W. Brown Co. at 217 E. Wisconsin 
Ave., Milwaukee. Rank & Motterdam 
and H. W. Brown (a gift and sta- 
tionery store) will maintain their 
separate identities. 

es Sid Cox, owner of Cox’s Jewelry 
and Watch Repair, has purchased an 
interest in Bosshard Jewelry in 
Whitewater, Wis. 

s Bloedel’s Jewelers, Inc., Milwaukee, 
held its first private showing in Oc- 
tober for businessmen of its new in- 
dustrial division of gifts, 
award items, and other business gifts. 
s A bill which increases the required 
training period for aspiring Wiscon- 
sin watch makers has been signed into 
law by Gov. Gaylord Nelson. Wiscon- 
sin State Board of Examiners will now 
issue certificates only to applicants 
with four years of training or ex- 
perience. Previous time restriction was 
one year of apprenticeship. 

a Lewis N. Osterman, II, a vice-presi- 
dent for six years of the Indiana Mer- 
chandise Co. in Indianapolis, has 
joined Osterman Levy Jewelers at 
404 Summit St., Toledo, Ohio. 

s Brestin Jewelers, Columbus, Ohio, 
has been purchased by Art Levy and 
Bernie Kaplan. The new owners will 
operate the store under the name of 
BernArt Jewelers, Inc. 

es Schroeder Jewelry, Caledonia, 
Minn., is constructing a new 21- by 
80-foot building on the site of the 
former John J. Koenig building. 

s Dutch Watchmaker Joseph Hopman 
has been employed by Sigmund Sorg, 
Inc., jewelers in Elkhart, Ind. Schooled 
in Holland, Hopman has worked for 
the past seven years in Johannesburg, 
South Africa. 

s Hart Jewelry Co., Inc., of Warren 
and Lorain, Ohio, have opened a new 
store on W. Market St. in Warren. 

es A recent article in the St. Paul 
(Minn.) Pioneer Press praised the 
Goodman family, operators of a credit 
jewelry store chain that had its be- 
ginnings in St. Paul early in the 
century. The Goodmans have traveled 
all over the world in the course of 
their business. 

es Martin Busch, jeweler in Lansing, 
Mich., has been elected president of 
the Michigan Council of B’nai B’rith. 
s The Record-Courier of Ravenna- 
Kent, Ohio, has honored the Piccione 
brothers, jewelers, as “typical of the 
American success story.” The 
brothers, who have been working since 
they were very young, pooled their 
funds and bought a jewelry store 11 
years ago. Recently, the two held 
grand opening ceremonies at a brand 
new building. 


trophies, 
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=» Kdmond Jewelers, Monroe, Mich., 
has moved to a new location. New 
store, at 31 E. Front St., will employ 
five persons. 

# Harold J. Bernstein, in the jewelry 
business in Des Moines for 19 years, 
has been hired as credit manager by 
Zale Jewelry Co. 

e Mr. and Mrs. Rod _ Couture, 
Brainerd, Mich., have opened Couture 
Jewelry. 

es Hulkonen 
has moved to new 
Pearson building. 

#® Reid’s Jewelry, Paxton, IIl., has 
moved to the Ostendorf building at 
141 N. Market St. 

se The first of about 50 “Little Big 
Dollar” planned in Wisconsin 


over the next five years has opened in 


THES 


® Operation of the O. B. Wise Jewel- 
ry store in Huntington, W. Va., will 
continue with the present personnel, 
and under the management of Mrs. 
Wise, widow of the firm’s 


Tower, Muinn., 
quarters in the 


Jewelry, 


stores 


founder, 
who died Sept. 17 on an airliner en 
route to the U. S. from England. 

® Al Furst has returned to Asheville, 
N. C., to resume management of the 
Asheville branch of Friedman’s Jewel- 
ers chain. Furst opened the store in 
1955 as manager, served until 1957. 
He succeeds Bob Sideman, who has 
been transferred by Friedman’s to 
Augusta. 

® Sigmund Katz, co-founder of S. & 
N. Katz in Baltimore, who died May 
6 at the age of 8&1, left an 
valued at $1,050,489. 

©" The jewelry depart Th f the 
Hecht Co. department Balti- 
more, Md., ran a $5 million diamond 
exhibit in its display window recently 
Exhibit came from Harry Winston, 
internationally famous dealer, 
who last year gave the Hope Diamond 
to the Smithsonian Institution in 
Washington. 

® Armiger Jewelers in the Drum- 
castle shopping center in Baltimore is 
asking customers to guess the price 
of a diamond in their window. Best 
many valuable 


estate 


store in 


rem 


guesser will receive 
prizes. 

8 William Wright, owner of Wright’s 
Jewelry in Silver Spring, Md., and a 
vice-president of the Retail Jewelers 
of America, was recent guest speaker 
at the annual meeting of the Norfolk 
and Portsmouth Retail Jewelers As- 
sociation. Wright also is chairman of 
the Jewelry Industry Tax Committee. 
® Frank J. Varallo, president of 
foane Jewelry Co., Chattanooga, 
Tenn., has been elected to the execu- 
tive advisory board of the Monticello 
Insurance Co. there. 

® Well-known Peacock’s Jewelers in 
Chattanooga has purchased Elesay 


Jewelry Co., also of Chattanooga. 
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Milwaukee. The stores will handle a 
wide variety of merchandise. 

e After 51 years in the jewelry busi- 
ness, Clyde Hunsberger of Sault Ste. 
Marie, Mich., has retired. Since 1926, 
he has worked at Jean’s Jewelers. 

es Merrill Thomas, a graduate of EI- 
gin Watch college, has purchased the 
McMaster Jewelry store in Morrison, 
Ill. For the past ten years, Thomas 
has been with a watch and jewelry 
firm in Aurora. 

# Quinn’s Jewelers, Paris, IIl., has 
opened in its new location at 203 N. 
Main St. 

s Sol Lee has been appointed man- 
ager of Busch Jewelers, Rockford, II. 
=» Budd’s Jewelry store, Kalamazoo, 
Mich., recently staged a display of 
$500,000 worth of diamonds. 


SOUTH 


Peacock’s Alfred 
Schulman said they will continue to 
Elesay business at 616 
Market St. under the name of Pea- 
cock’s Elesay Jewelers. Elesay has 
operated in Chattanooga 1914. 
Peacock’s plans to move its store at 
527 Market St. to the larger Elesay 
site when the lease runs out, at the 
end of this year. Peacock’s now op- 
erates 7 stores in all, three in Chat- 
tanooga, one each in East Ridge, 
Tenn.; Rossville, Ga.; Tullahoma, 
Tenn.; and Fort Payne, Ala. It was 
founded in 1938. 

® The 139th Zale Jewelry Co. store 
has been opened at 524 State St., 
sristol, Tenn. Bernard Shipper is 
Zale district manager. Manager of 
the Bristol store is Jerry Leff of Lub- 
bock, Tex. 


2 For its 


owners Bert and 


operate the 


since 


t “Operation Angel” cam- 
paign this year, the Greater Washing- 
ton Retail Jewelers Association has 
enlisted the support of radio and tele- 
vision stations and the press. “Op- 
eration Angel” is the program by 
which the association collects watches 
to give as gifts at Christmas to under- 
privileged people. 
® Savelle Jewelry Co. has opened a 
new store in the Midtown shopping 
center near Albany, Ga. Savelle also 
has a store in downtown Albany. 
Manager of the branch is Charles 
Mathis. 
® Some 220 jewelers and their friends 
attended the annual _ dinner-dance 
given by the Jewelers Association of 
saltimore, Inc., Oct. 18 at the Blue 
Crest Hotel in Pikesville, Md. Richard 
Erlanger of S. & N. Katz, president 
of the organization, was given an en- 
graved gavel in appreciation of his 
services. Chairman of the banquet 
committee was Robert Swerdlin of 
surton’s Jewelers. 
®" The Baltimore Gem Cutters Guild 
recently held a field trip and picnic. 
It was restricted to members only. 
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Battery guaranteed for 2 years 
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_WATCH-BOTCHING 


is what you get when you 
buy your watch repair service 
on price alone. Cheaper at 
first, it hurts you later when 
your customers lose confi- 
dence in you and never 


return 


Our reputation is built on 
quality watch repairing, fast 
service and competitive 
prices. Our nationwide clien- 
tele testifies to our reputation. 
Be convinced—send us your 
next watch repair jobs. 





KARELIN WATCH SERVICE 


116 NASSAU STREET NEW YORK 38, N. Y. 
CO 7-4895 























JET STREAM SERVICE 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
quick service with no in- 
crease in price. I8K for export. 


CERTIFIED Merats co. | ,\!7 Edison Pl 
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quality 


Gal 


beauty and 
elgiiit-tsle.—me- 0a 
moderate price 


1311 LOMBARD © STREET, 
PHILADELPHIA 47, PA. 








Complete Memorandum service 
to ali accredited jewelers. 


World famous importers 
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~ GEMS 
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Sapphire 


Panther Internetiona!l Ltd. 
Importers of the $2 Mil- 


lion Panther Opal & other 
rec 


PANTHER INTERNATIONAL LID. 


21 West 47th Street 
New York 36, New York 
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EARTHENWARE 
Stock and Impoert 
FONDEVILLE & CO., INC. 


149 5th Ave., New York (0. N. Y. 
AL. 4-0104 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 








SOUTHWEST ul 


s New officers of Tola Tumbleweeds, 
Southwestern Gift & Jewelry Travel- 
ing Men’s Association, recently in- 
stalled, are: president, Emil F. Bur- 
ger; first vice-president, Raymond 
Teguns; second vice-president, Ar- 
thur M. Harris; secretary, Joel Mc- 
Lendon; and treasurer, Chink Pomer. 
All are from Dallas, Texas, which is 
home base for many of the travelers. 
New directors elected are: Sol G. 
Cogan, R. O. Simms, Harry K. Suss, 
Earl R. Weaver, Myron E. Wolf, 
Richard Wolk, and Norman Zimring. 
te-elected and holdover directors in- 
clude: Jacques H. Adler, Ed W. 
Kurtz Jr., Val Lofgren, John Mce- 
Dermott, Arthur H. Pell, Bob Sander- 
son, R. O. Simms, J. C. Wilfert, E. 
H. E. Anderson, Emil F. Burger, Don 
W. Davis, Stuart Fisher, Phil Freed- 
man, Gene Gall, Joseph C. Glass, Ar- 
thur M. Harris, Joe M. Higgin- 
botham, III, Leon Kimmell, _ H. 
Warner King, Ben W. Kuhn, Joe! 
McClendon, Irvin Z. Nierman, David 
J. Orman, Pete Osmar, Chink Pomer, 
Gus G. Stearns, Lewis N. Sterling, 
Fred H. Swenson, Norman J. Teguns, 
Raymond S. Teguns, Sidney A. Vine, 
Ben Waldman, and Kenneth Weil. 
es Mr. and Mrs. Jeff Ferguson re- 
cently purchased the Goodman Gift 
Shop in Casa View Village, Dallas. 
Ferguson has been traveling repre- 
sentative for Croton Watch Co. 

# A gem studded spade, used to turn 
the first dirt at recent groundbreak- 
ing ceremonies for a 17-story multi- 
million dollar luxury apartments 
tower in Tulsa, Okla., was designed 
by Boswell Jewelers, 509 S. Main. 

«s A preliminary prospectus, issued 
recently for Zale Jewelry Co., Inc., is 
for the sale of 80,000 shares—of 
which 60,000 will go to the public and 
20,000 to employees. An underwrit- 
ing group, headed by Goldman, Sachs 
& Co. is making the offering. 

s Joiner’s Jewelry in Del City, Okla., 
will soon complete an expansion that 
will double the firm’s floor space. 
Joiner’s will occupy part of the new 
building, under construction next to 
the Del City Theater building, will 
also retain their present space next 
to the theater entrance. 

= Gene Schmidt Co. was opened re- 
cently in the McDowell building in 
Louisville, Ky., by Gene Schmidt, who 
for the last several years has been 
salesman for two Louisville jewelry 
wholesalers. 

= Nelson T. Alter, of Beaumont, 
Tex., who operates five retail jewelry 
stores, will add several more units. 
He now operates stores in Beaumont, 
Port Arthur, and Tyler, Tex., and in 
Alexandria and Lake Charles, La. 


se P. Krauss Jewelry in Lafayette, 
purchased by Oscar 
operator of 
Lafay- 


La., has been 
Chandler, owner and 
Chandler’s Jewelry store in 
ette. 

es Herman L. Scarber and Joseph A. 
Devitt have purchased the interest of 
Lester E. Collins in Burton M. Reid, 
Inc., Springfield, Ill., national dis- 
tributor of jewelry, watch materials, 
tools, and supplies. 

es E. G. Teasley, who has operated 
Teasley’s Jewelers at 5443 Denton 
Drive in Dallas, Tex., for the last 10 
years, has opened a_ second store 
there. It is in the new Farmers 
Branch Shopping Center. Teasley is 
managing the new store. R. R. Riggs 
is manager of the Denton Drive store. 
es Charles W. Briley, who 
Charles Jewelry in the Rio Grande 
Life building in Dallas, Tex., re- 
cently opened his second store. It is 
located in the Medical Arts building. 
es New officers recently elected by 


the Dallas Watchmakers’ ; 


operates 


Guild of 
the Texas Watchmakers Association 
are: president, Ernest L. Seitzler; 
first vice-president, W. E. Altfather; 
secretary, J. B. Manning; and ex- 
ecutive secretary-treasurer, R._ B. 
Raymond. 
es Felix Walton, owner of Casady 
Square Jewelry in The Village, a 
community near Oklahoma City, 
Okla., headed the “merchants contact 
committee” in preparing for this 
vear’s third annual North Side Hal- 
lowe’en parade and festival. 

es A group of 20 merchants in down- 
town Tulsa, Okla., including three 
jewelers, are now offering customers 
free delivery service. The jewelers: 
Boswell’s, Gray’s Jewelers, and Zale’s 
Jewelers. 

s Dunnagan’s Jewelry in 
Okla., recently moved from t 
Parkes building at 104 E. Glaydas 
to a new building next to the Hooker 
post office. 

es C. R. Frazier, partner and man- 
ager of Frazier Brothers Jewelers in 
Oklahoma City, Okla., 
named a member of the board of di- 
rectors of the Britton Kiwanis 

es A new all-glass front has been in- 
stalled at Kelley’s Jewelry in Weath 
erford, Okla. 

= Herman Harper is new manage 
of the watch repair department of 
the Casady Square Jewelry and Gift 
Shop in The Village, Okla. 

s Melton Jewelry in Lawton, Okla., 
has announced its affiliation with the 
National Bridal Service. Mrs. Ruth 
Melton, bridal consultant at Melton’s, 
has been personally trained by Mar- 
garet Manning, National Bridal Ser- 
vice authority. 
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WEST COAST Raitt 


® Second meeting of the Northern 
California Guild of the American Gem 
Society was held Nov. 11 at the Belle- 
vue Hotel in San Francisco. 

® D & S Jewelers of 127 E. Vista 
Way, Vista, Cal., won first prize in 
the country-wide Fiesta del Pacifico 
window display contest. Store was 
awarded a plaque and $25. 

® Walter P. Shoemaker, Jeweler, in 
Modesto, Cal., celebrated its 40th an- 
niversary this fall. Mrs. Helen Wilson 
Shoemaker, owner of the store, was 
recently named Modesto’s “Queen of 
Diamonds.” 

®" Tom Oliver, for the past six years 
a partner in Buntin & Oliver Jewelry 
in Kewanee, IIl., has opened Oliver’s 
Jewelry at 211 G St., in Antioch. 

® Pacific Diamond Co., which head- 
quarters in San Francisco, has opened 
a new office in Phoenix, Ariz. New 
office is at 1610 E. Camelback Rd., in 
charge of Darrell G. Olson. 

® Fred Zink, former partner of Louis 
J. Andreini in the Louis J. Andreini 
Co. at 220 W. Fifth St., Los Angeles, 
has assumed ownership of the firm. 
Andreini died last February. 

® FE. Zimmerman has moved to per- 
manent quarters at 255 Grant Ave., 
San Francisco. Store was at tem- 
porary quarters at 240 Stockton St. 
® Leon Wertheimer, who has covered 
the western territory for the past 27 
vears, has been appointed to represent 
Solitaire Jewelry, Inc., in the 10 west- 
ern states. The firm, headquartered 
in San Francisco, is a combination of 
two well-known firms, Maxwell Rob- 
bins, manufacturing jeweler, and 
Louis Strom, diamond importer. 

® Associated Jewelers in 
Cal., was purchased Oct. 1 by Rune 
Norberg and Edgar Treketeris, from 
Lawrence J. Katz. Both new owners 
had been previously associated with 
the firm. 

® Peter Gluckmann, San Francisco’s 
“Lindy,” has established a_ world 
speed record for light aircraft. He 
returned home on Sept. 20 after cir- 
cling the globe in record-breaking 29 
days, flying a Meyers “200” single 
engine plane. This was Gluckmann’s 
first officially sanctioned speed record. 
He plans to visit his parents in En- 
gland during the Christmas holidays, 
will, however, fly on a commercial air- 
liner. 

® Otto’s Watch & 
San Francisco was purchased by 
Mauldin C. Bell from Otto Dubi. 
Name has changed to Bell’s 
Jewelers. 

® Victor H. Graber, president of 
Crescent Jewelers of San Francisco 
and Oakland, captained the Crescent 
polo team to win the Olympic Polo 
Championship. The team met its com- 
petition in the Pan-American Games 


Clock Repair in 


been 


Oakland, 


at Chicago under the name of the 
Oak Brook-California Crescents. 

@ Albert Goldhagen, owner of Harbor 
Credit Jewelers at 1330 Washington 
St. in Oakland, recently opened a new 
store, Albert’s Jewelers 14-K Gold 
Shop, at 430 14th St. in Oakland. New 
shop has a “gold” theme for its decor, 
and all merchandise is karat gold. 

® Some 400 members and guests 
gathered at the Beverly-Hilton Hotel, 
Severly Hills, on Oct. 13 for the an- 
nual dinner-dance of the California 
24 Karat Club. 

® (Officers and members of the 24 
Karat Club held their regular meet- 
ing at the Elks Club Nov. 10. At the 
October meeting, Arthur Engel, man- 
agement consultant, spoke to the 
group on the subject of health insur- 
ance. 

® Jack Schunk, Associate Editor of 
the Gems and Mineralogy Magazine, 
was featured speaker at the Nov. 17 
meeting of the Southern California 
Guild of the American Gem Society 
at the Green Hotel, Pasadena. 

®" W. H. Bostrom, of Bostrom’s, 
Phoenix, Ariz., has accepted the post 
of chairman of the 50th California 
Gift Show, to be held in Los Angeles, 
Jan. 24-29, 1960. Mr. Bostrom suc- 
ceeds Robert H. Westbrook, who Was 
obliged to resign as of Oct. 1. 

® Max Strasburg has opened a new 
jewelry store at 171 S. Beverly Drive, 
Hollywood, Cal. 

® Vincent F. Chapman, Secretary of 
The Jewelers Board of Trade, Provi- 
dence, R. I., attended the recent Calli- 
fornia 24 Karat Club dinner-dance, 
met with Everett M. Smith, for over 
20 years New England correspondent 
for JEWELERS’ CIRCULAR-KEYSTONE. 
Smith is now located in California. 
® The new store opened in September 
by David H. Barr in Laguna Beach, 
Cal., is being managed by Mr. Barr’s 
partner, Mrs. Addie Jensen. 

® EF. A. Petersen Jewelry in Turlock, 
Cal., was purchased recently by James 
R. Gloecker and Clifford M. Gloecker, 
of Gloecker’s Jewelers in Turlock. 

® Remodeling of Cecil’s Jewelry in 
Santa Barbara, Cal., has been com- 
pleted. 

® Bernard Miller, watchmaker, for- 
merly of Visalia, Cal., recently pur- 
chased Eberle’s Jewelry, Hanford, 
Cal. 

® Anthony’s Jewelers, 521 N. Brand 
Bivd., Glendale, Cal., was sold Nov. 6 
by Anthony Imbelloni to Whindzor R. 
and Natalie P. Hopkins, formerly 
with Brand Jewelers in Glendale. 

® Haig Baderian, manager of Cali- 
fornia Jewelry Creations for the past 
20 years, is now covering the state of 
California as sales representative for 
Frederic A. Kane of Los Angeles, a 
diamond supply firm. 


PROTECTED 
Baldvi 


Bands are sold only one way, 
at one clean-profit price, to 
wholesalers and watch 
manufacturers. There are 
never any exceptions. This is 
another very tangible feature 
of the expansion band with 
many features —100% 
stainless steel, Total 
Flexibility, lowest return 
record and immediate 
replacement policy. 
atl i" \ Write for 
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BALDWIN Bracelet Corp. 
22 West 48th St., N.Y. 36, N.Y. 





“FABULITE" 


Distributor 
FULTON-NASSAU JEWELS, Inc. 
Precious and semi-precious stones 
74 West 47th St. New York 36, N. Y. 
Tel: Ci 7-7220 














BLACK STAR SAPPHIRES 
$1.25 per carat 


In lots of 50 carats or more 

assorted sizes _ ALSO 

FINER STONES From $2 to 

$10 per carat. 
INTERNATIONAL GEM & PEARL CO. 

220 W. Sth St., Los Angeles 13, Calif. MAdison 4-1777 
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EMERALDS 


Loose or mounted. Memo selections to rated 


jewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 





Chatham Research Laboratories 
70—i4th St., San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 














JEWELRY, CHINA 
OBJECTS D'ART 


AUCTION 
ERVICE 


Experience is the hall-mark 
of the times. 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big group 
auction sale in 1932; Feagans Com- 
pany, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 


ing normally $500,000. 


One Close-Out After The 
Other For 1959 


Down To Key In The Door 


MIGHTY 
MAN 

‘0’ THE 
HAMMER 


AMERICA'S BEST KNOWN 
JEWELRY AUCTIONEER 


“J wish to thank you,’’ wrote FE. Neilsen 
of Creenville, Michigan, to one of the top 
executives of the jewelry world, “for your 
letter concerning =LTom TF aussett | found 
him to be everything you said about him 
and more. Hie is indeed talented, honor- 
able and a man of his word.’ 


“If,” said Emerson, ‘a man knows the 
law, people will find it out, tho he live 
in @ pine shanty. and resort to him. And 
if a man can pipe or sing, so as to wrap 
the prisoned soul in an elysium: or can 
paint landscapes, and convey into oils 
and ochers all the enchantments of spring 
or autumn, ‘tis certain that the secret can- 
not be kept, the first witness tells it to 
the second, and men g0 by fives and 
tens and fifties tu his door.”’ 

FOR WHAT OTHER REASON THAN 
PROVEN ABILITY AND HONORABLE 
DEALINGS WITH JEWELERS 
THROUGHOUT ALL AMERICA HAVE 
JEWELERS MADE A BEATEN PATH 
TO OUR DOOR EVEN THO WE LIVE 
IN THE SMALL CITY OF HOWELL, 
MICHIGAN ? 


Forty years an advertiser with this, the 
oldest jewelry trade journal in America. 


THOMAS J. FAUSSETT 
O21 FLEMING STREET 
HOWELL, MICHIGAN 











Coming Events 


JAN U AR Y 


3-8—Atlantic City China and Glass 
Show, Convention Hall. 

4-15—15th Floor Decorative Ac- 
cessories Show, Merchandise Mart, 
Chicago. 

9—Chicago Jewelers Association an- 
nual banquet, Conrad Hilton Hotel. 

16-24—-Karat Club of the City of 
New York annual banquet, Waldorf- 
Astoria Hotel. 

17-20—Pittsburgh Gift Show, Penn 
Sheraton Hotel. 

17-22—New York Lamp and Home- 
furnishing Accessories Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

24-27—-Washington Gift Show, Ho- 
tel Willard, Washington, D. C. 

24-27—Carolina Gift and Jewelry 
Mart, Radio Center, Charlotte, N. C. 

24-29—California Gift Show, Am- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart, Los An- 
veles. 

31-Feb. 3—Cleveland Gift Show, 
Statler-Hilton Hotel. 


rEeEBoORVUA R Y 


6— Boston Jewelers Club annual 
banquet, Statler Hotel. 

7-10—Buffalo Gift Show, Statler- 
Hilton Hotel. 

7-10—San Francisco China, Glass 
Gift and Jewelry Show, Sheraton- 
Palace, St. Francis and St. Drake 
Hotels, Merchandise Mart, Brooks 
Exhibit Hall. 

7-14—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

7-19—Merchandise Mart China, 
Glass and Gift Market, Chicago. 

14-17—Portland China, Glass, Gift 
and Jewelry Show, Public Audito- 
rium, Plaza and Benson Hotels, Port- 
land, Ore. 

20—Tola Tumbleweeds spring meet- 
ing, Hotel Adolphus, Dallas. 

21-22—Washington RJA annual 
convention, Portland, Ore. 

21-24—-Seattle Gift Show, Civic 
Auditorium, Olympic and New Wash- 
ington Hotels, Terminal Sales Build- 
in. 

21-25—Allied Gift and Jewelry 
Show (spring), Hotel Adolphus, Dal- 
las. 

21-26—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

28—Illinois RJA annual convention, 
Springfield. 


MA RC H 


6-9—Denver Gift and Jewelry Show 
(spring), Hotel Albany. 

6-10-—Boston Gift Show, Hotel 
Statler and First Corps Cadet Ar- 
mory. 


12-14—Minnesota RJA annual con- 
vention, Leamington Hotel, Minne- 
apolis. 

20-23—-Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


i ie ee ee 
94-26—Florida RJA annual con- 
vention, Tampa. 
30-May 1—North Carolina RJA an- 
nual convention, Raleigh. 


MA Y 

15-20—-New York Stationery Show, 
Hotel New Yorker. 

90-22—_Tennessee Watchmakers and 
Jewelers Association convention, Pat- 
ten Hotel, Chattanooga. 

90-22—_Watchmakers Fair, Patten 
Hotel, Chattanooga. 

28-31—Watch Material Distribu- 
tors Association of America 14th an- 
nual convention, Roosevelt Hotel, 


New York. 


JUN E 


7-8—Educational Jewelry Manufac- 
turers Association annual convention, 
Chicago. 

19-21—Vermont RJA annual con- 
vention, The Lodge, Stowe. 


JuUtLY 


17-20—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 


AU G US T 


14-18—Retail Jewelers of America, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 

19—Jewelry Industry Tax Commit- 
tee annual meeting, Waldorf-Astoria 


Hotel, New York. 
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3—Tola Tumbleweeds fall meet 
Hotel Adolphus, Dallas, Tex. 

3—Texas Jewelers Association an 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

1-8—Allied Gift and Jewelry Show 
Hotel Adolphus, Dallas, Tex. 

18-21—-Denver Gift and Jewelry 
Show ‘fall), Hotel Albany. 

19—Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

25-27—Phoenix Gift and Jewelry 
Show, Hotel Westward Ho. 





Golden Shield opens 
showroom in Dallas 


Golden Shield Corp., 
formed maker of Golden Shield by 
Sylvania radios and stereophonic 
phonographs, has opened a show- 
room at the Dallas Trade Mart, 
Dallas, Tex. 

Golden Shield’s products are sold 
from headquarters in Great Neck, 
N. Y. Arthur P. Gould is firm 
president. 


newly- 








| Obituaries 





Joseph Krauss, 75, pioneer credit 
jeweler in Pittsburgh, Pa., and 
president of Krason Jewelry Co., 
died Oct. 9. He was a charter 
member of the Western Pennsy]- 
vania Retail Jewelers Association. 
Paul MacGahan, 84, Columbia-edu- 
cated engineer in Orange, N. J., 
who invented a motor for electric 
clocks, held 80 other electrical- 
device patents, died Oct. 15. 
Elmer C. Read, 86, retired presi- 
dent of prominent Kettell, Blake 
& Read in Boston, died late in 
September. 

Emerich Jacoby, 50, partner in 
Jacoby Bros. in New York, died 
Oct. 28. He was founder and pres- 
ident of two philanthropic organi- 
zations, the Hebrew Academy of 
Nassau 
Community Center of West Hemp- 


County and the Jewish 


stead. 

Saul N. Hershberg, 66, founder 
and president of Hershberg’s Jew- 
elers in Rochester, N. Y., died Oct. 
20. 

Eugene F. Fitzsimmons, 39, jew- 
eler in Linden, N. J., and member 
for six years of the Linden City 
Council, died Oct. 19. 

William Marden, 84, jeweler for 
more than half a century in Green- 
wood, Wis., died in September. 

G. R. Franken, 60, jeweler in Sche- 
nectady, N. Y., for 27 
late in September. 
Hyman Goldberg, 90, veteran jew- 
eler in Asbury Park, N. J., died in 
September. 

William J. Them, 70, retired jew- 
eler in Mansfield, Ohio, died in 
September. 

Mary Caroline Martin, 57, 
ager of Martin’s Jewelry in Van 
3uren, Ark., died Oct. 21. 

Ernest H. Clayton, 71, retired ex- 
ecutive of Shreve, Crump & Low 
in Boston for more than half a 
century, died Oct. 16. 

Leo Rackoff, 71, jeweler for many 
years at Grand and Allen Sts. in 
New York, died Oct. 26. 

John Robert Brushert, 69, owner- 
operator for 43 years of the name- 
sake firm in Wausau, Wis., died in 
September. 

William F. Malone, 65, jeweler of 
Spartansburg, S. C., died Oct. 31. 
Walter H. Forbes, New England 
jewelry salesman for Page-Walker 


years, died 


man- 
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Co., M. S. Page Co. and Smith- 
Patterson Co., died Oct. 17. 

John A. Cahill, 63, general man- 
ager of John A. Cahill & Sons in 
Hyde Park, N. Y., died in October. 
Jennie Stern, wife of Albert M. 
Stern, popular Mid-West and Mid- 
Atlantic states jewelry salesman, 
died recently. 

Harry Lang Strauss, 75, 
member of the 24 Karat Club of 
New York since 1916 and presi- 
dent of National Diamond Labo- 
Peekskill, N. Y., died 


active 


ratory in 
Oct. 6. 
Glenn S. Dennis, associate with 
Shefheld Silver Co. and Farber 
bros. for 40 years, died Oct. 15. 
Albert Silverman, associated for 
50 years, with his brother Max, in 
the jewelry business in Scranton, 
Pa., died Oct. 4. 

l'rank G. Cadogan, 82, retired jew- 
eler in Albany, N. Y., died Oct. 12. 
Eugene V. Morehouse, 84, vice- 
president since 1927 of B. A. Bal- 
lou & Co., 
inventors by many jewelry indus- 


known as the dean of 


try figures (he held 59 patents for 
varlous products and processes 
died Nov. 1. He had been with 


‘oo Vears. 


Figures show how much 
nickel industry uses 


Jewelry and related products use 
a significant part of the total 
nickelplating output of the nation, 
new government figures show. 

The figures, compiled by the U.S. 
Commerce Department, are for 
1955, but “reflect, substantially, the 
status of the nickel-plating indus- 
try today.” 

Nickelplating capacity is meas- 
ured by the gallon capacity of tanks 
and by amperes. The nation-wide 
total is 6.5 million gallons and 10.8 
million amperes. 

Costume jewelry, novelties, and 
related products use 95,813 gallons 
and 98,921 amperes. Jewelry, silver- 
ware and platedware use 23,875 
33,044 amperes. Pro- 
clocks, and 


gallons and 
duction of 


watches, 
clockworks take 32,751 gallons and 


a 


“) 
Je), 


780 amperes. 

In other fields, cutlery, hand tools 
and general hardware take 790,000 
gallons and 1 million amperes. 
Pens, pencils, and other office and 
art supplies take 28,000 gallons and 


31,000 amperes. 
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WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 
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J. BIELER PROMOTIONS 


29 E. Madison St. (Heyworth Bldg.) Chicago 2, Ill. 
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"DO-IT 
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Sales 
Promotion 
Package 
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WHOLESALE DISTRIBUTORS 
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Bandstand" host will promote 
Keepsake for Christmas 


During the important pre-holiday 
selling season, Dick Clark, star and 
host of the popular “American Band- 
stand” show, is featuring Keepsake 
diamond rings as “something really 
special this Christmas .. . the gift 
that means for keeps.” 

For local tie-in promotion with the 
Keepsake advertising on “Bandstand,” 
Keepsake has available newspaper 
mats, radio spots and point-of pur- 
chase displays. 


Zodiac inspired by zodiac in 
choice of new box design theme 
A new box style has been de- 
signed by Zodiac Watch Co. for its 
entire line. Fashioned of green 





leatherette, the boxes exploit the as- 
trological motif of the company name. 

Featured on each box is a parade 
of gold-embossed signs of the classical] 
zodiac. The cover is embossed with 
the company name. The interior is 
lined in satin and velvet. 


108 


‘Multi-bands,"' of many colors, 
designed to go with any dress 


Feeling that the woman of today 
likes to change the color of her 
watch strap to match the color of 
her dress, Universal Geneve has in- 
troduced “multi-bands.” They are 
colored straps, in 24 different colors, 
that slip on and off the watch case. 

The straps, in leather and suede, 
run the gamut of color from bronze 
and sage green to gold and silver 
for formal wear. They retail at $3 
each. 

The “multi-band” watch (4250) in 
14K gold is one of a series of Uni- 
versal Geneve timepieces designed for 
wear with the new bands. 

Contact Holzer Watch Co., Ince., 
501 Fifth Ave., New York. 


“Where did you get your Rolex?" 
slogan sparks new ad campaign 


A new advertising campaign has 


been launched by American Rolex 
Watch Corp. Using the slogan 


» = ’? 


“Where did you get your Rolex?, 
the new campaign is an extension of 
the “‘Leaders of Industry” series that 
has run for the last nine years. 

While “Leaders” featured one 
famous personality in each ad, the 
“Where did” series will show two. 
Featured in the first ad are David 
J. Mahoney, president of Good Humor 
Corp., and Captain Charles Blair, 
who commands transoceanic jets for 
Pan American. 


Gorham has new “Chapel Door" 
chest for flatware patterns 


“Chapel Door” drawer chest Is now 
available with all patterns of Gorham 
silver plated flatware, including 
“Flower Song,” “Invitation,” “‘Aloha” 
and “New Elegance.” 

Chest has two louver doors, each 
with pendant pull opening feature. 
It will hold up to 132 
flatware. 

Retail price for a 52-piece service 
for eight, with “Chapel Door” chest, 
is $97.95. 

Contact Gorham Mfg. Co., Provi 
dence, R. I. 


pleces of 


Sessions’ clock line features 
“Love-Alarm," “Heritage” 


Sessions has introduced a new line 
of more than two dozen electric 
clocks, ranging from bedroom to liv- 
ing room to kitchen. 

Included in the line is the “Love- 
Alarm,” which has a_ heart-shaped 
buzzer unit that can be placed be- 
neath the pillow of the early riser. 
This makes it possible to awaken one 
sleeper without disturbing the other. 

Also featured in the new series 1s 
“Heritage,” a wall clock which is 
designed as a large-scale reproduction 
of an old-fashioned gold pocket 
watch. 

Contact Sessions Clock Co., Forest- 
ville, Conn. 


ADvisers has new mat service 
designed for credit jewelers 

A new advertising mat service for 
credit jewelers is being produced by 
A Dvisers. 

The president of the company has 
said that one of the main features 
of the new service is the fact that 
ads for watches will stress the im- 
portance of purchase from a qualified 
jeweler. 

Contact ADvisers, Inc., 71 W. 47th 
St., New York. 
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Spector has display tray 
to show pearl earring sets 


Display tray shows eight assorted 
14K gold cultured pearl earrings. 
Earrings come with one, two or three 


pearls. Pearl drops are also avail- 
able. 
Cost of unit is from $64 Keystone, 
depending on choice of assortment. 
Contact William & Sidney Spector, 
22 E. 49th St., New York. 


Anson offers newspaper mats 
to back promotional campaign 


Anson’s new “Key Protectors” and 
baby, teenage and wedding “Memory 
Chests” will be 
printed 
winter. 

Ads are scheduled for such maga- 
zines as Life, Saturday Evening 
Post, Modern Bride, and New York 
Times Magazine : 

To supplement this program, An- 
son mailed a free six-page fall news- 
paper mat service to 22.470 retail 
jewelers. This went out in the last 
week of October. 

Additional copies may be obtained 
by contacting Anson Inc., c/o Ad- 
vertising Dept., 24 Baker St., Provi- 
dence, R. I. 


widely promoted in 
media this fall and early 


Fiex-Let's new display tray 
designed to show "Allure 
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Flex-Let is offering a bracelet 
tray, which can be used either as a 
window or counter display, with any 
order of 12 or more pieces. 

All seven styles in the company’s 
line of “Allure” bracelets can be 
shown on the new stand-up tray. 

Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 


New Princess window display 
hangs from wire, revolves 


S. H. Clausin & Co., distributor of 
Princess diamond rings, has designed 
a new revolving window display unit. 

Suspended by a fine wire, the dis- 
play does not require a turntable—it 
is activated by a tiny motor inside 
the frame. 

Contact your Princess representa- 
tive. 


New diamond watch sheet 
published by Modern Watches 


A new wholesaler catalogue sheet 
showing 22 ladies’ diamond watches 
has been published by Modern 
W atches. 

The watches shown have 22-jewel 
Hamilton movements in 14K _ gold 
cases. A full price range is covered, 
with watches carrying from two to 
74 diamonds. A wide choice of style 
is also offered. 

Contact Modern Watches 
facturing Jewelers, 62 W. 
New York. 


Manu- 
17th St., 


Menuhin, Lollobrigida, featured 
in Eterna’s magazine ad series 


A new series of four ads is spark- 
ing Christmas promotion of Eterna’s 
“EternaeMatic” model group. _ In- 
cluded in this line are “Centenaire,” 
“Golden Heart,” ‘‘KonTiki’’ and 
“Dato.” 

The ads appear in National Geo- 
graphie, Sunset Magazine and the 
New York Magazine The 
“Centenaire” ad features Yehudi 
Menuhin, while the ad for “Golden 
Heart” shows an Eterna-wearing 
Gina Lollobrigida. The ads for the 
other two models use a straight sell- 
ing approach. 

Laminated counter cards of any or 
all of these ads are available from 
Eterna Watch Co. of America, Inc., 
677 Fifth Ave., New York. 


Time Ss 


Factory sales and services set 
at new Heuer Timer Corp. 


Gaston G. Wiley (left), executive 
vice-president of the newly estab- 
lished Heuer Timer Corp. in New 


a 
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York, is shown some of the special 
features of the new Heuer “Master- 
Timer.” The man doing the showing 
should know what he is talking about 
he is J. W. Heuer, great-great- 
grandson of the founder of the Swiss 
watch firm of Ed. Heuer et Cie, S. A. 
With the opening of the New York 
office, the Heuer Corp. will be able 
to give direct factory distribution and 
service of its timers. The office is 
located at 441 Lexington Ave. 


Karlan & Bleicher has material 
to promote diamond remounting 


¥ 


New mailers and counter displays 
are being offered to tie in with Kar- 
lan & Bleicher’s “Ak-Shun” display 
message promoting diamond re- 
mounts. 

The mailers are printed in yellow 
and black, and measure 842” by 11’. 
They have space for a dealer’s im- 
print. The counter cards are similar 
in design, and are easel mounted. 

The material is available through 
your wholesaler. 


New booklet is designed to 
help sell silverplate 


A 22-page illustrated booklet de- 
signed to assist jewelers in making 
sales of silverplate has been published 
by Holmes & Edwards. 

The booklet explains the reasons for 
purchasing silverplate, proper care of 
silverware, and table setting etiquette. 

A limited number of copies are 
available at no charge, with additional 
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yuantities at ten cents each. Store 
name may be imprinted for added 
publicity. 

Contact Holmes & Edwards Deep- 
Silver division of International Silver 
Co., Meriden, Conn. 


Kalbe's new display unit 
revolves, shows 25 bands 

A new revolving counter stand dis- 
play has been designed to show Kalbe 
watchbands. 

The unit holds three velvet-backed 
‘ards. The cards hold 25 bands (16 
men’s, 9 ladies’). Keystone price for 
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the assortment is $78.90—the display 
is free. Back up stock will be shipped 
in a special 24 compartment box, 
also free. 

Display (TR25) may be ordered by 
contacting Kalbe Co., 43 W. 24th St., 
New York. 


Magazine feature gives boost 
to “glamor in table setting" 
The November 


magazine features a 12-page editorial! 
feature to dramatize the beauty of 
table settings. 

Entitled “Tables Set With Splen- 
dor,” the article covers ideas for 
setting the table for anything from 
an elegant party to a snack. 

The theme of the colorful feature 
is, “Money is not the essence—but 
imagination is!” It was planned and 
edited by the staff of McCall’s. 


issue of MeCall’ 


Short run plastic parts making 
simplified by injection molder 


Using the new “Unex-Jet” injec- 
tion molder, experimental or proto- 
type thermoplastic parts can _ be 
molded entirely in any shop or lab. 
So says Hincham Mfg. Co., maker 
of the machine. 

With “Unex-Jet,” it is possible to 
use inexpensive molds made in your 
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own shop—experimental designs can 
be proven before mass. production, 
thus avoiding costly changes. Shot 
capacity is % ounce or % cubic 
inches. 

Unit price of machine is 
Complete technical data will be sent 
on request. 

Contact Hinchman Mfg. Co., Inc., 
259R First Ave., East; Roselle, N. J. 


S595. 


December set for big Sunbeam 
electric clock promotion drive 


Sunbeam Electric Clocks will be 
given plenty of advertising during 
the crucial month of December. 

On November 29, a full-page, full- 
color ad on the complete electric 
clock line will appear in the Ameri- 
can Weekly. Sunbeam clocks will 
also be advertised on the “What’s My 
Line?” television show. 

Dealers can also participate in this 
promotion. The company is offering 
a special newspaper advertising kit, 
and a certificate worth two alarm 
clocks (B003) as reimbursement for a 
minimum of eight column inches of 
local newspaper advertising. 

For information, contact your Sun- 
beam distributor or the electric clock 
division of Sunbeam Corp., 5600 
Roosevelt Rd., Chicago. 


Swiss watch will warn motorist 
before parking time expires 

“‘Park-o-Phon,” Benedict Watch’s 
latest offering, is fitted with an alarm 
movement and a special device to 
keep track of parking time. 

The watch can be preset to 15- 
minute intervals for up to three 
hours, to warn the motorist shortly 
before the expiration of his parking 
time. 

Contact Benedict Watch Co., La 
Chaux-De-Fonds, Switzerland. 


Hamilton has full-color ads 
in six national magazines 
The December 
contains an eight-page, full-color ad 
for the “Brightest Star Among Gifts 
.. a Hamilton Watch.” 
The ad has been printed also as a 


issue of Coronet 


catalogue for the dealer’s use as a 
mailer or counter give-away plece. 
These are available with or without 
the dealer’s imprint on the cover. 

Full-page color ads for Hamilton 
are appearing in the December issue 
of the Ne wD Y orker, Re ader’s Dige sf, 
National Geographic, Sports Tlliss- 
trated and Ebony. 


Giftware selection shown in 
catalogue from A. Cohen & Sons 


A new 88-page catalogue, showing 
about 500 items of giftware, is being 
offered to jewelers by A. Cohen & 
Sons Corp. 

The company says that while the 
catalogue contains by no means all 
of the merchandise handled by the 
firm, it does offer a representative 
array of the giftware items which are 
available. 

Contact A. Cohen & Sons 
27 W. 23rd St., New York 


Corp., 


German weather instruments 
shown in Watrous catalogue 

A catalogue showing many models 
of weather instruments made by the 
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Lufft Factory in West Germany has 
been released by Watrous & Co., ex- 
clusive United States agent for the 
German firm. 

Included in the selection are numer- 
ous styles of wall and desk ther- 
mometers, barometers and humidity 
indicators. There is also a wide selec- 
tion of combination instrument sets. 

Contact Watrous & Co., Inc., 110 
EK. 23rd St., New York. 


Iris Floating Opals introduces 
new series of combination sets 


Iris Floating Opals, Inc., recently 
introduced a new series of genuine 
opals set in blown Pyrex glass bulbs. 

A combination set of earrings and 
pendant, in gold filled or sterling 


silver, comes in a brocade covered 
metal box. $18 Keystone. 

Contact Iris Floating Opals, Inc., 
151 W. 46th St., New York. 


Westclox wrist watches to bear 
Good Housekeeping seal 


Westclox has announced that all 
its watch lines will now carry Good 
Housekeeping magazine’s Guaranty 
Seal. 

The seal, which is known to mil- 
lions of consumers, will be prominent- 
ly shown on all retail displays and 
merchandising materials used to pro- 
mote Westclox wrist watches. 


Alpha has information on 
soldering, flux, preforms 


Alpha Metals has published a new 
bulletin on automatic soldering with 
preforms. Called Guide to Automatic 
Soldering, it offers data on selection 
and use of preforms, conversion to 
automatic soldering and flux filled 
washers. 

Information on allied problems is 
offered in two other Alpha bulletins; 
Tips on Soldering and Flux-Finder 
Guide. 

Contact Alpha Metals, Ine., 56 
Water St., Jersey City, N. J. 
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Sheaffer Pen to sponsor show 
starring Durante, Rodgers 

“Give My Regards to Broadway,’ 
a full-hour musical variety show to 
be presented December 6 over NBC, 
will be sponsored by Sheaffer Pen Co. 

Master of ceremonies will be come- 
dian Jimmy Durante. He will be 
backed up by such performers as Ray 
Bolger, Jane Powell, Eddie Hodges 
and young folk singer Jimmy 
Rodgers. 

A highlight of the program will 
be a segment devoted to hit songs 
by George M. Cohan, composer of 
“Give My Regards to Broadway.” 


Ronson's billboard campaign 
to push “Varaflame," “CFL” 


Saying that its distributors and 
dealers have testified to the effective- 
ness of last year’s outdoor advertising 
campaign, Ronson Corp. has decided 
for the second consecutive year to 
use billboard promotion for its prod- 
ucts. 

This year, Ronson will use thou- 
sands of full-color billboards to pro- 
mote the “Varaflame” butane-filled 
lighter and the “CFL” electric shaver. 

With the Christmas season in mind, 
the company got the program under 
way early in November. 








M pay yvw 
¢ will POTD SEND YOUR OLD GOLD 
4a 10 


GOLDSMITH 





you get finer 
returns from 
our refinery 


0. rings, pins, bracelets, links, watch cases, 


spectacle frames, gold, silver and platinum — 


vou mame it and ship the lot to Goldsmith Bros. 


and we'll promptly send our welcome check for 


the precious metal content. 


Our modern refinery is equipped, staffed and 


qualified over YO years) to recover every grain 


of value from anything that contains gold, silver, 


platinum and other precious metals. 


You can ship your sweeps, polishings, etc., 


to Goldsmith with confidence. 


bbdamilh Brrwoe. 


DIVISION OF NATIONAL LEAD CO. 


111 N. Wabash Ave., Chicago 2, Illi 


° 74 W. 46th St., New York 36, N 





PROBLEMS 
WITH SQUARE 
WATERPROOF 
CASES 


by Henry B. Fried 
JC-K Horological Consultant 


Seventh in a series of articles telling ‘“‘All About Waterproof Watches.’’ Three 


ways to undo snap-stems and crowns are described in this installment 


® WATERPROOF WATCH CASES lend themselves 
most closely to round designs. Inventors and de- 
signers are constantly seeking a simple method 
of creating an impervious case using fancy 
shapes. When waterproof watches are cased in 
other than round designs, they most often appear 
as a variation of the push-out case (Figures 44 
and 45). 

Figure 44 shows an exploded view of the chief 
components of a screw-clamp type of waterproof 
case. Although the screw-clamp system has been 
used just as often with round cases as with 
shaped, it is shown here in rectangular form to 
demonstrate its operation in shaped movements. 
The case bottom (A) is above the movement (B) 
with its snap stem (C), which is slipped from the 
inside of the case bottom through the case pipe 
and fits into the snap crown (D). Resting on both 
the case rim and the edge of the dial is the gasket 
(E). Fitting over the gasket is the basin-shaped 
crystal (F). The case top (G) fits over the crystal 
and the case bottom. The U-cut (K) in the case 
top fits over the case pipe in the case bottom. To 
secure the case and put pressure upon the gasket, 
the four screws (H) are turned down. These fit 
into the case niches (J) and perform about the 
same kind of pressure that your fingers would 
when fastening the case. 

The assembled unit (Figure 45) shows how 
the fastening is performed. (The letters desig- 
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nating the parts are the same as in Figure 44). 
Notice how the niches (J) appear in section, side 
view. When the screws (H) are turned in, the 
tips of the screws push the flats of the case niches 
upward, causing the flat top of the case bottom to 
compress the gasket between itself and the crys- 
tal, which is held by the upper rim of the case 
top (K). This type of case does protect the move- 
ment, but its chief fault is weakness at the tri- 
angle below the screw and at the U-slot. As these 
cases are most often cast or molded and therefore 
brittle, this is a real danger. Also, an examination 
of the side view shows that moisture and cor- 
rosive liquids (salt water, perspiration) can 
lodge in the crevices between the case bottom 
and the case top. When these watches come in 
for service, there is always a thick, muddy resi- 
due of rust, lint and other matter present in 
these crevices that must be cleaned before the 
case can be further dismantled. In addition, the 
screw holes strip. This is caused by the warpage 
which results from the stresses on the case. 


Three New Patents 

The quest for an efficient design for shaped 
waterproof cases is evident in the number of 
patents granted. Three patents (Figures 46, 47 
and 48) recently were granted within the space 
of three months. Two concern themselves with 
shaped cases. One (Figure 46) is assigned to the 
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Figure 44. An exploded view of a 
common shaped waterproof case. 



































Figure 45. A cross section of 
the case shown in Figure 44. 














Figure 46. A new patent for a shaped waterproof 
case using a tension and locking spring frame. 























Figure 47. Another new patent using an 
O-ring gasket in a shaped waterproof case. 

















Figure 48. A new patent granted 
to a watch using two crystals. 





Bulova Watch Co. The idea is similar to the one 
using screws. Instead of them, however, it has 
the retaining and locking spring (shown at its 
upper right). The pressure is applied by a press 
or with the fingers until the prongs (1) slip past 
the case ridge (2) and lock themselves. To open 
the case, the special fixture (3-lower right) is 
pushed into the groove around the case, which 
spreads the locking prongs outward. The case 
top springs up. The objection to this case is again 
that the groove will become a trap for moisture 
and dirt. 

Another device for shaped cases (Figure 47) 
is a snap-type with the ridge (1) snapping into 
the case-top groove (2). The difficulty here seems 
to be in properly seating the O-ring (3) so that it 


retains its necessarily precise position at the 
reverse-bevelled crystal’s edge. 

The third new patent (Figure 48) is a water- 
proof case using two crystals. The inner is made 
of glass while the outer is of plastic. The inventor 
claims that plastic is porous while glass is not. 
However he employs the plastic to protect the 
glass. Waterproofing is maintained by the ring 
(1) pressing upon the crystal’s edge, squeezing 
it against the upper rim of the case (2). A novel 
feature is a chemical condensation inhibitor (3), 
such as a silica gel, dry moisture-absorbing 
grains like coarse sand in appearance. This forms 
a circular barricade around the watch between 
the two crystals. The inventor also recommends 
the inclusion of a cobalt chloride (C,Cl.) that, 
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under the action of moisture, changes from blue 
to pink, warning the wearer that his watch is no 
longer waterproof. 


The Snap-Stem and Crown 


The snap-stem and crown mentioned so often 


earlier are used only where the back of the case 
cannot be removed to loosen the detent screw, 
which releases the complete stem. When the snap- 
stem and crown are used, the movement must be 
removed through the top of the case. An examli- 
nation (Figure 44) will show that the button- 
head of the stem, when snapped into its recep- 
tacle in the crown, will withstand the normal 
pulling out to set the hands without coming 
apart. Therefore, when these must be separated 
for the purpose of dismantling the case, some 
extra force will be needed. 

There are three methods of un-snapping the 
crown from its stem. All of these are performed 
while the crown is pulled into the hand-setting 


Figure 49. A safe method of removing 
a snap-crown — plastic foil and pliers. 


position. The best is with the fingers. When the 
crown is pulled out, the fleshy part of the thumb 
and index finger can fit between the case and 
the bottom of the crown. The fingers assume the 
shape of pincers. Merely squeezing them may 
supply the necessary leverage to separate the 
crown from the stem. This is best, because it will 
neither mar the case nor harm the case pipe. 
However, some watchmakers cannot part them 
in this manner, because their fingers are either 
so tender they cannot separate the stem and 
crown or so tough they will not fit underneath 
the crown. 

Many watchmakers use another method (Fig- 
ure 49). A piece of soft plastic sheeting is placed 
around the crown, and a dull cutting plier is 
placed in the position shown. Light pressure will 
then snap the crown up and off. When doing this, 
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care must be exercised not to pinch the case pipe. 
This will spoil the waterproofness of the case. 

A third method (Figure 50) uses polished round- 
nose pliers instead of cutting pliers. They are 
less likely to harm the case pipe, and the curved 


Figure 50. Removing the crown in the hand 
setting position is safe with round-nose pliers 


, 


tips supply the natural wedge shape to do this 
job. If this plier is used on stainless steel cases, 
no protective film is needed, although the film is 
recommended for use with gold content or soft 
metal cases. 

To remove the movement from a case having 
the snap-stem and crown, always push the stem 
back into winding position before attempting to 
take the movement out of its case bottom. Other- 
wise there is danger of breaking the stem. It may 
be pushed back into the winding position with a 
blunt pin. You can also place the crown on top 
of it, twisting the crown so that its slit is at right 
angles to the corresponding ridge on the stem. 
Pushing the crown weakly will return the stem 
to its winding position without the crown snap- 
ping back. aes 


Next month—case tools. 


There is Ho record of GAnY WLOoney in the world 
earlier than 600 B.C. Before that time everything 
was bought and sold by barter, the generally ac- 
cepted standard being cattle. Cattle, like well- 
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invested funds, had the advantage of increasing, 
therefore cattle was satisfactory as a medium of 
exchange when a transaction was taking place 
between near neighbors. But cattle were diffi- 
cult to transport long distances. Something valu- 
able but easily carried was needed. Jewelry, 
precious stones and metals fulfilled the require- 
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WORKSHOP 
QUESTIONS 


and ANSWERS 


BAFFLING GRANDFATHER—I1 have 
a grandfather clock that is baf- 
fling me. I believe it is French, 
using the Graham escapement. 
Wheel teeth, depths of engage- 
ment, pivots and pivot holes 
have been checked, and escape- 
ment, pendulum connection, 
hands and dial work have been 
thoroughly gone over. The chime 
and winding are good. Yet this 
clock will occasionally stop at 
different hours, which elimi- 
nates the possibility of the strik- 
ing mechanism being at fault. 
The clock case is firm on the 
floor and is upright. Can you 
tell me something which I might 
have overlooked?— H. DiSom- 
ma, New Jersey. 

whether 
vour checking of the pivot holes 
is as thorough as you might lead 
yourself to believe. If your 
clock is weight driven, which 
vou do not mention, notice at 


Answe rr. | wonder 
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what length of weight fall, in 
relation to your pendulum 
length, the clock does stop. If 
this takes place when the weight 
is adjacent to the pendulum bob, 
then your trouble might be the 
manner in which your case is 
fastened. At this point in a 
weight fall, the weight will start 
to swing in unison with the 
clock, and this might cause an 
imperceptible movement of the 
clock case which could cause the 
clock to stop. Also check and re- 
check the escapement. See if 
the pulley is’ grabbing’ the 
weight cord and causing it to get 
fouled on the spindle or barrel. 
Test the hands to see if they are 
free and do not bind on one an- 
other. See whether the suspen- 
sion spring is crimped, bent or 
twisted. The anchor crotch 
must have very little free side- 
shake where it is connected to 
the pendulum, but it should not 
be too loose. It should be dry 
and not oiled. 


* 


WINDING MACHINE — Sometime 
ago | saw a machine to wind 
self-winding watches. I cannot 
place the reference and ask that 
vou refresh me.—L. T. Me- 
Naught, New York. 

Answer: C. & E. Marshall of 
Chicago, Hammel Ringlander 
and B. Jadow Inc. of N. Y., and 
Swartchild of Chicago market 
such a device. These are sold 
through your local material job- 
ber. sale ae 
LEFT THREAD SCREWS—Is there 
any trick in telling when a 
screw is a left thread? Recently, 
I broke screws in two watches 
guessing wrong on the loosening 
direction. The first screw broke 
off in the barrel arbor, and in 
the very next watch it broke in 
the crown wheel tube.—Peter 
Balizer, New York. 

Left threads are 
used where the normal turning 
of the parts it fastens would 
tend to loosen a right thread. 
For example, in a barrel arbor 
screw holding down the ratchet 


Answer: 


wheel, the ratchet most often 
turns clockwise, the normal 
tightening direction of a screw. 
However, if the case’ back 
should press down on the screw 
while the ratchet is being 
turned, the screw would become 
loose, therefore, the ratchet 
screw is often a left thread. In 
the crown wheel, the opposite is 
true, it turns counterclockwise. 
However, the screw remains mo- 
tionless while the crown wheel 
turns, while the ratchet screw 
turns with the ratchet. Since 
the broad edge of the crown 
wheel screw actually holds down 
the turning wheel, its 
twisting and 
crown wheel would tend to loos- 
en the screw, therefore.that too 
is a left thread; but as you now 
see, for a different reason. Some 
manufacturers mark the direc- 
tion of the loosening action on 
the plate with an arrow adjac- 
ent to the screw. Another meth- 
od is to triple-slot the screw. 
This alerts you to the fact that 
it must be different. Some 
makers blue such a screw, just 
to point out a difference. How- 
ever, you can usually tell by 
cautiously trying to loosen the 
screw in the normal counter- 
clockwise direction. Usually, it 
will turn just a little bit, hardly 
enough to be seen, but yet 
enough to be “felt.”’ Of course, 
if it gets tighter by doing this, 
turn the other way. Most watch- 
makers have this feel and tear 
the screw head off its stem only 
when they attempt the loosening 
action too rapidly. 


crown 
rubbing on the 


WATERPROOFING, AGAIN — I re- 
cently bought a waterproof test- 
ing machine which is a jar 
equipped with a hand pump and 
a pressure gauge. It was pur- 
chased with the intention of us- 
ing it on a repair promotion, 
but it has not proved satisfac- 
tory because of the time and ma- 
terial required to make repair 
jobs waterproof. On many jobs, 
even the use of several new 
crowns, crystals and _ gaskets 
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still fails to make older watches 
pass the test. Is it practical to 
continue trying to make the re- 
pair jobs completely waterproof 
or is it better to make them as 
tight as possible and by-pass 
the testing machine? R. O. 
Schmitz, Jlr., New Mexico. 


Answer: By all means retain 

the use of your testing machine. 
Making the watches as tight as 
possible and by-passing the test- 
ing is useless work unless you 
can check your results. A water- 
proof watch must be impervious 
in all sections of the watch. If 
it leaks in one tiny part, all the 
other efforts are useless. With- 
out the machine you _ really 
never know just how “tight” 
your job really is. Older watches 
can be made waterproof at the 
crown if you will check the 
roundness of the case pipe. Also, 
check the threads at the back of 
the case and see whether the 
threads and case flanges are 
smooth enough to be tightened 
so that the gasket is equally 
compressed all around the case 
instead of in one section. Ex- 
amine, also, the crystal bezel to 
see whether it is knicked or 
dented. As for crowns, most of 
them cannot become a good seal 
against moisture if the case pipe 
which they must hug is ellipti- 
cal, loose, scratched or bent. If 
the older case cannot be made 
waterproof, vour machine is the 
best salesman you have to sell 
the client a new case, dial or 
even a new watch. 
BALANCE BRIDGE—Where can I 
get a balance bridge for Gruen 
835? Have been unsuccessful in 
my long search. Alberts Jlrs., 
California. 


Answer: Gruen 835 was ac- 
tually a product of the Rolex 
Watch Co. It is now discon- 
tinued. You may obtain one 
from old watch movements on 
file at Henry Sobel’s of 13 
Canal Street, New York City, 
who told me that he has this in 
stock. 





‘SECURITY 


\ MAINSPRINGS 


for Swiss Watches 


ARE MADE BETTER 


Security Mainsprings are handmade of 
finest Swedish steel . cold rolled, 
heated in charcoal, and tempered in 
methods are 
Atter 
hand polishing, Main- 
hand finished, oiled and 


(other 
effective). 


animal grease 
cheaper but not so 
your Security 
springs are 
sealed in moistureproof aluminum foil. 
watch. 


Recognized as the finest by 


makers for over 30 years. 
In the “Card Indexed” File Cabinet 


—! Gross (1 Each of 144 Nos.) 
$42.60 


No. 21 
Popular Sizes 

No. 21'A~—'/ Gross {1 Each of 72 Nos.} 
Most Popular Sizes 28.10 

No. 24!/—!/2 Gross (For American 
Watches) 


Order from Your Newall Jobber 


Popular Sizes 28.60 


NEWALL wreco: 


3 


; 


THE 


tHe aeo? A 








=? 


We repair all types of cases, chroene- 
graphs and stainiess, and make coi! 
springs for cases. We also sell used re- 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 


29 East Madison Street Chicago 2, Illinois 











HOROLUBE 9-C 


A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 


AT WHOLESALERS OR DIRECT 
2 ot. Bottie $2.25 * Send for Details 


THE HOROLOVAR CO., BRONXVILLE AY ——r 


ACON®@ 


THE GUARANTEED WATCH CROWN 


ACON watcu crown co. [uw 


50 Eldridge St., New York 2,N. ¥ 
Monulacturers of Gold Filled Growae 
Complete line including woatlerproeofs 
Sold through Wholesclers & jobbers 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students may enroll at any time of the year 
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The National Cash Register Company 
Dayton 9, Ohio, U. S. A. 


Serviceman's Identification Card 


No 11221 ,eeera 


mce"John Blank 


is @ serviceman in the employ of this Company 
authorized to call upon users to test and adjust 
their cath registers, accounting machines and 
adding machines, and is also authorized fo 
collect service charges 


Birth Date | Weight Height Eyes | Hair ] 


_ 10-28 | 180 6" | Bro|Bro| 


| 


yy 


175=_ 











ff 





canto of Serv iceman 


He saves ene 
you sonnel NZ 


because 








he never graduates 


This card ...a certificate of excellence .. . identifies a man qualified to save you money. 
He is The National Cash Register Company Serviceman. 

The NCR Serviceman spends from 18 to 24 months in the Training School at 
the factory Ohio. 


years in college. BUT he never graduates. His training continues as new products and 


in Dayton, Actually the time spent is equivalent to more than two 
methods are introduced. 

Every Serviceman is bonded, This means you can depend upon him to be trust- 
worthy as well as reliable and competent. 

The most economical way for you to acquire his services is through a National 
Maintenance Agreement. This will save money for you and guarantee top-quality work- 
manship. 

With him on the job, your mind can be free from worry. Let him be respon- 
sible for the condition of your Money-Saving National Cash Registers, Accounting 
Machines and Adding Machines. 

Call your nearest National office for details. More than 500 points of service 


are conveniently located in the United States and Canada. 


THE NATIONAL CASH REGISTER COMPANY payron 9, OHIO 


1039 OFFICES IN 121 COUNTRIES @ 75 YEARS OF HELPING BUSINESS SAVE MONEY 





"SERVICE MARK REG U OFF 


Sbalional 


SERVICE’ 





RETAIL DIAMOND SPECIALIST; en- 
Viable experience better class cash ot 
time sales procedure; minimum weekls 
salary $150; New Jersey resident; con- 
fidential: address, ‘‘S., 5414,’ care ol! 


RATES AND REGULATIONS JC-K. 


Remittance in Advance ae 
WATCHMAKER 20 y 


“SITUATION WANTED"—Regular type $2.00 first 25 words; addi- careful, efficient workma 


° you a real pront, Philade ) 
tional words, 10 cents per word. Heavy type $7.00; addi- preferred. Can, ‘estimat 
tional words 25 cents per word. of JC-K | 


“HELP WANTED”—"LINES WANTED’—and “SIDE LINES’—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy cick ci amies 
type $7.00 first 25 words; additional words 25 cents per atchmaker, engraver, 


word. oe! ‘es pos ion. with 
ALL OTHER HEADINGS-Regular type $8.00 first 25 words; addi- kK. 
tional words 25 cents per word. Heavy type $12.00 first 25 


words; additional words 30 cents per word. aim  pemcatae 
. — ; _ . thoroughly experienced 
¢ Name, Address, Initials and Abbrevia- e Advertising matter addressed to classi- diamonds and jewelry; con 


fied advertisers will not be delivered. scientious, personabl 
e Classified ad form closes 10th of the tf address, “ 
e If answers are to be forwarded, 20 cents month preceding date of issue. ee 
e A box number when used in ad counts 
as five words, that is, “Address # 13, EXECUTIVE Watcl 
°e No Agency Commission. care of J ee ee ume mi , 


tions count as words 


extra to cover postage must be enclosed. 


minded, vo 
degree 

In answering Box Numbers address envelope “Box —,” care of Jewelers’ 

Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





SALESMAN 
chat hi: 
lewelers iT 


GOOD SALESMAN: well Known among 
. . trade; can increase business with good 
Situations Wanted line; available January; prefer N 
Carolina and Virginia reply BOX, 
S$2, RALEIGH, N. C. 
total 35 vears ith 2 ton SALESMAN-MANAGER 
retail following ' ntlv employe 
] and better colored sto 
New York Penna. & South 
‘G., 5433,"" care of JC-K 


DIAMOND MAN assorte! line issem- SALESMAN: 
ble? Duver and selector ceoOOd neri- presto 


’ 
‘ 
h 
’ ‘ 


f lor ried: press 
iirms, iarge 


- 
~ 


SALESMAN; PROLIFIC DIAMOND COUNTERMAN; 

full or part time i etal) demvalee atame retail or wholesale; 5 day week; west- 
ian, mietaiied+ “mittens side mid-town Manhattan or nearby 
na | sn New Jersey; $125 weekly plus con 


iddress ioe mas. care of JC-K 





Last 4 
, 


WATCHMAKER, good mechanic; 
years fine store, importer experiens 

iz} rin ta take charge repairs, estimating 

hort ho ne; address G New York City, Long Island, suburb 
of ‘ Address, “'S., 5465,"" care of JC-K 


SALESMAN; I ss 
in New York 





ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 


Chestnut & 56th Sts. . , 
Philadelphia 39. Pa. Under the Heading of place the Following ad: 


Please check if box No. Wanted Name (Please Write Plainly) 


Enclosed is Check or Money Order Street 














SALESMAN; 10 years experience sell- 
ing to retail jewelers in Metropolitan 
Chicago area; seeks new association 
representing well-established manu- 
facturer of LOK-14K gold rings in 
this area only; address, JEWELERS’ 
CIRCULAR-KEYSTONE, Box #358, 
yg N. Michigan Ave., Chicago 1, 
il. 


LOS ANGELES 
buyer, mercnan- 
imonds watche 
“liverware xceptional 
Catior brilli: t ales record. prestige 
department 
mploved; 
nbItioOus organizat 
ANGELES [ot 


(Juail 


} —_ ; } : . 
independe hain najor 
tore PAX Dey] — ‘ now ‘ 


PHONE. LOS 


KER 
fel 


WATCHMA 
osition in PI 
ear 
; also Vs 
nator with futu 
large relia! 
Prowinkg 


around 


Lines Wanted 


SALESMAN ealling on Pacifie Coast 
Jewelers for over 20 vears: desires 
fine gold filled or gold jewelry line 
to supplement major line; Address, 


“M.. 5462.” care of JC-K. 


SALESMAN, thoroughly entrenched 
with following, desires line for Met. 
New York and surrounding 
within few hundred miles. 


5463.” care of JC-K, 


area 
Address, 





salesman experi- 
ith excell t following wants 
14K line; short and compact, 
priced to sell to semi-job- 
rs KBullding accounts and 


rerences: 


AND N. E 


+? Hest re 


care of JC-K 


SALES REPRESENTATIVE; many 
years experience calling on better 
rated stores in Western States and 
Texas; large personal following: 
seeking lines complimentary to but 
not conflicting with 14K line of 
men’s, ladies’ and charm jewelry; 


address, “R, 5399,” care of JC-K. 


NUFACTURERS RE 
now selling China, 
in Penna N Bes 
and Washington, 


non-conflicting 


retall 


address, 


TOP NOTCH MAN; have toy 


? 
ore LOT 


OKLAHOMA 
y MEXICO AND 


LAoL ISIANA 
ARKANSAS rep 
write TOLA Tur 


rf 








Side Lines 


SALESMAN for manufacturer’s com- 
pact line of [4K gold charm brace- 
lets and plain wedding bands to the 
retailer; address, “R, 5425.” care 


of JC-K. 


| 


| 
| 
| 
| 





SALESMAN: ] Midwest 
‘oast 14K line to jobbers, 
iewelry. 


stores; 


TWO ESTABLISHED TERRITORIES 
OPEN: Né W bor rland Midwe ST; 
mel calling ofr retailer 


Sliver f?riil 


ade sterling 
address, 


rT ‘ 
side line; 
JC-K 


AGGRESSIVE SALESMEN 
following wanted te h: 
line of sterling and gold 
par ae uff link sets +7 
competitively priced 


address, ‘“‘L., 5450 


d 


SALESMEN for 
watch bands 
ends i 
Irom manutfactt 
JAN VOORT, 
Brooklyn, N. Y 


See; 


SIDELINE SALESMEN 
I t ling ladie 
‘ tablished 
portunity 
, | 


Dol (je lice 


care of JC-K 


~ ~~ 


SALESMEN WANTED; manufacturer 
of well-established popular priced 
line of silver plated hollowware is 
open for good representation § in 
Southeast, Southwest territories and 
also Midwest; address, “L, 5392,” 
care of JC-k. 


DYNAMIC LINE 


SALESMAN to cover Southern terri- 
tory with nationally known diamond 
ring line; excellent opportunity for 
aggressive salesman with following; 
liberal drawing against commission; 

references first letter; held 

address, “M, 5417,” 


state 
confidential: 


eare of JC-k. 


MONEY IN YOUR POCKET; sell neck 
chains, gold filled, sterling, 10 and 
14K gold, stainless; prices below all 
competition; every store a prospect; 
10° repeat commissions; line can 
be carried in your pocket; direct to 
retailers; prefer man to each state; 


address, “F, 5431.° eare of JC-h. 


SALESMEN to earry Manufacturers 
line of Stone rings, calling on Re- 
tail jewelers can be carried with 
non-conflicting line; will consider 
draw for right man, territories open, 

for south, one for mid-west; 

details in first letter; answer 

Address, “D., 5459,” 


one 
full 
confidential 


care of JC-K. 





SALESMEN 


Watch strap 


WANTED for fine leathe 
side line small and com- 
pact; top following terri 
tol ~ open: lexas and Oklahoma 
and So nh Carolina are North 
and Easter 


commissions; 


l¢ 


Ohio area: n abov areas now 
being serviced mall: WINDSOR 
WATCH STRAI r Box 443 
Rock Island, Ill 


SOUTHERN Salesman for 2nd line: 
southern resident preferred for fine 
quality diamond watch and diamond 
attachment line; have sold the best 
southern jewelers for the past 25 
years; commission basis, established 
accounts, reply strictly confidential. 
SUSSMEN AND MEDNEY, INC.., 
Perraux Watches, 15 Maiden Lane, 


New York 38, N. Y. 


ATIONALLY KNOWN as ons 
leading gold jewelry manufac- 
of this country; our line ordi- 
consists of a large heavy tele- 
however, we have devised 
onary method of 

Space no 
want 
in the a 
Hawaii: if 
for full 
in Strict confidence 


care of JC-K 


interested, 


details: a1] 


COSTUME JEWELRY 
selling direct to retail stores for 
over 10 years, now revising terri- 
tories; wants only experienced men 
calling on retail jewelry and special- 
ty shops; we have a 2 case line 
and pay 12‘; commission; we are 
one of the top manufacturers of 
prong set rhinestones and colored 
stone merchandise; also beaded 
and manipulated goods; will con- 
sider only men with previous ex- 
perience selling costume jewelry; 
give full details as to territory cov- 
ered and firms worked for, ete.: 


address, “L, 4974,” eare of JC-K. 


manufacturer 


STATES NRG ET AR RAINE TS ARMIES i 52> SPIO PRM 


Help Wanted 


DIAMOND RING SALESMAN with re- 
tail following; very liberal commis- 


sions; address, “R., 5426.” care of 


SALESMAN; entire West Coast: carry 
line quality 14 and 18K gold jew- 
elry; give full details in confidence: 
address, “S, 5451,” care of JC-K. 


DIAMOND SALESMEN with good fol- 
lowing for single cut and full cut: 
all territories open: drawing against 
commission; excellent opportunity: 


address, “K, 5448,” care of JC-K. 


WANTED: manufacturer 
do diamond settine 
special order worl 
vive full informatio 


iddress, “‘B 444 


perm: 


IEWELRY SALESMAN to 
ive line 14K pearl & 

(‘ailf. and neighboring states 

opportunity: address. be 

of JC-K 


stone 


122 


JEWEILER- 


SAL 


SALESMAN; Southeast; represeat mfr. 
of nationally known extensive dia- 
mond ring line: over 200 active ac- 
counts: our salesmen know of this 
ad: address, “R, 5439,” care of 


JC-K. 


LK ER-JEWELER: salary 
with ability: permanent 
position for man who rood work 
and can t the public: ROBERTSON 
JEWELERS, 211 W. U Ave., 
Vall lle, Florida. 


LTCHM 
mmmensurate 

t does 
meet! 
niversitys 
teh jessy 


well established manu- 

top quality lastic ring and 

| the iewelrVv 
another non 

t line s, ‘S., 5416,"" 


‘ are of IC.K. 


sSALESMAN-MANAGEMENT Trainee for 
our stores in Newark and 58S! 
N. J., Dallas, Abilene, Texas 
Supe rvision of (7e0 Buse} sole 
write-phone collect, ORANGE 
5-623038. 


IX PERIENE 
high 


‘ED jewelry 
quality retail 
zona: state age, references, sal: 
sired in first letter: positior 

ter January 1 
82," care of JC-K 


repairt! 


arore. ( entr 


f 1960: 

Ao q 

experienced on auto- 
watches: 6 
conditions: 
and 
hour from Chicago, addres 
a 9446." care of JC-K 


VATCHMAKER, 
mat ane fine dav week 
ed it‘aA- 


references city 


Srate 


working 
expel 


Lr ce ad 
rion. lence 


ytd Fete one 


WATCHMAKER experienced: five 
week ideal working 
Northern Ohio (“ity, permanent job 
t a experience salary expected 


letter: address R., 2165, ° care 


dav 
ir 


conditions 


NATIONALLY KNOWN WN. Y. ring 
manufacturer needs hard working, 
well known West Coast representa- 
tive for complete line of rings to the 
jobber: send resume to, “W, 5428,” 


care of JC-K. 


SALESMAN with following in the bet- 
ter stores in the New York City and 
surrounding areas to carry well 
established line of 14K men’s jew- 
elry: a good income assured for the 
right man: all replies confidential; 


address, “528.” care of JC-K. 


setter special order man 
for fine retail store located in beauti 
ful Sat Juan, Puerto Rico: $125 per 
week: vear round mild vacation 
climate air-conditioned epacious well- 
nipped MT'tLER'S IEWEL 
-'S Box Juan, P. R 


top 
¢ 


chon 
MRS 1458, Sat 
EWELRY SALESMAN: new = short 
tray specialty line from Germany: will 
pay an extra $10.00 commission 01 
’ all territories open except 
GERMAN-AMERICAN 
3033 Hamilton Ave 


Mast 
IMPORT 
Raltimore 14, Md 
SALESMEN: well 
wishes to add to 
the South and Middlewest; 
missions. liberal drawing 
with following: write givi: 
' first letter 


of JC-K 


known diamond ring 


nouse SA les Torece tor 
liberal 


account: 


com- 
mnie 
detail 


" 1} 
ge full if 
“ 4) 


address, ‘*R., 5421, are 


SD 


SALESMEN: wanted for 

Middlewest territory: 

| diamond rings: 
eferred: travel by 


mside non 
) 


Southwest and 
deliver, ind sam- 
resident of area 
Car important: will 
-conflictine line vive de 
letter: address a 


in first 9454,’ 


: 
ire of JC-K 


ESMEN calling on retail jewelers 
Texas and Southwest to represent man- 
ufacturer of religious; jewelry; 15% 
commission; send complete resume of 
qualifications, references and territory 
overed: address, ‘WwW . 9458.”’ care of 
i(*-K 


SALESMEN AND SALESMEN-MAN 
AGERS experienced in diamond 
capable of producing in active 
fine jewelry departments; state 
ence and willingness to relocate; 

Departments, 64 W. 48th St., New 

N. ¥ 


36, 


Selling: 
leased 

experi 
Finlay 


» 4 el» 
Torn 


retail jewelers, 
rMman- 
jewelry: 15° 


resume 


SALESMAN calling o1 
Texas and Southwest to represent 
ufacturer of religious 
commission; 
qualifications 
covered: adi 
JC-K, 


send compiete 


ind 
945% 


references 


a a 


lIress 


SALESMECN: wiuinted 
Middlewest territors dein 
ple diamond ring: es 
preterred, tray 
consider nor 
tails in fi 
CafY©°re of 


for Sou 





SALESMAN for prestige nationally 
known silver plated hollowware 
line: must be aggressive and have 
established following to cover the 
Carolinas. Georgia, Fla. & Tenn.; 
full particulars in first letter: re- 
plies confidential; address, “534,” 


care of JC-k. 


SALESMAN for prestige nationalls 
known Silver Plated Holloware line; 
must be aggressive and have estab- 
lished following to cover Washing- 
ton, Oregon, Calif., and Utah; full 
particulars in first letter; replies 
confidential; address, “533,” care 


of JC-k. 


SALESMEN f 
W ect (“oast t 
following amo! 
gift 
popular 
lowware 
sion basis; 


J@-K 


shops 
priced | 
and chrome 


addre 





REPRESENT 
allv Known n 
and silver! piate Ware 
territory open; distributior 
vely through the wholesaler 
sider only experienced represe 
wi following: commissior! 


‘“*A.. 5453.’ CaufTre of t { ® K 


; 
1 t? 
vy it 


SALESMEN FOR POPULAR PRICED 
WATCHES: territories open in Mid- 
west, Southwest and Rocky Mtns.; 
selling to Dept. stores and retail 
jewelers; good commission; non- 
conflicting side lines O.K.; write 
giving all necessary information; 
our salesmen know of this ad: ad- 


dress, “G, 5427.” care of JC-k. 


SALESMEN ealling on better retail 
jewelers: Colorado and surrounding 
States; New York, Penna.; quality 
watch line: liberal commission, ex- 
pense and draw; must have excel- 
lent following to expand existing 
distribution; our men know of this 
ad: write in detail; address, “E, 


5438,” care of JC-K. 


ee —— ———— ——. 


DAVID SARKIN, INC., manufacturers 
of Kinlock diamond rings, has ex- 
cellent opportunity for salesmen in 


southeast and southwest; many es- 
tablished accounts, complete line of 
every type of rings; draw against 
commission; give full details; 
DAVID SARKIN, INC., 37 W. 47th 
St., New York, N. Y. 





SALESMAN; reputable stone and wed- 
ding ring; manufacturing is enlarg- 
ing sales force; well known from 
coast to coast with established ter- 
ritories; line is well accepted by re- 
tail jewelers; liberal draw against 
commission; give full details in first 
letter; state territory desired; Ad- 
dress, “D., 5378, care of JC-k. 


ri 


ST COAST 


Ine of! teriing 


ereot intel 

CO... 48 Walke 
WATCHMAKERS 
vers Openings 


ewell 


EXPERIENCED salesman for estab- 
lished territory; substantial income, 
calling on better retail jewelers and 
department stores; well-known man- 
ufacturer of gold and gold filled 
jewelry has opening in Illinois. 
Michigan, Indiana and Ohio: give 
details first letter: replies strictly 
confidential: address, “A, 5366," 


care of JC-k. 
SALESMAN FOR IOK and I4k better 


made ring line, all originals; must 
be experienced and familiar with 
Mid and Southwest territory where 
line has been well established: this 
representation change, the first in 
20 sears, has been brought about by 
iliness : THE HOUSE OF KRALS. 
INC., 300 Stanwix St., Pittsburgh 
22, Penna. 


JEWELRY SALESMAN: well known 
mounting house desires salesman 
for VMiddlewest to cover our = ace- 
counts and adding new accounts of 
wholesalers and large credit jewel- 
ers; should have a large earning 
capacity with us; all correspondence 
confidential: address, GOLDSTINE 
GERSON CO... INC... 130 W. 46th 
St.. New York. N. we 


DIAMOND RING SALESMAN; leading 
diamond ring firm needs a salesman 
to cover Ohio, Michigan. Indiana. 
hundreds of established accounts, 
dealer aids, draw against commis- 
sion; complete ring line includes 
rings of every type as well as dia- 
mond pendants and diamond watch 
attachments: give full details: Ad- 
dress, “S., 5460,” care of JC-K. 


MANAGER for a large credit jewelry 
store in a growing retail jewelry 
chain located in Penna. and Ohio: 
top salary and bonus for man whose 
background qualifies him for this 
position; list all references and 
experience in first letter; all refer- 
ences are confidential and no _ in- 
quiries will be made prior to in- 
terview; reply to, “P, 5456.” care 


of JC-K, 


NI i IN ESY VIA KING 


WATCHMAKERS an 
Pctll 1¢ martrents 


MERCHANDISE MANAGER & BLY- 
ER; must be capable of taking com- 
plete charge of buying and mer- 
chandising for 5 store credit jewelry 
chain (diamond and watch buying 
background not essential:) must 
have knowledge of advertising; 
state full particulars in first letter 
and enclose references; write, E. H. 
COODMAN, GOODMAN JEWEL- 
ERS, 401 “EE” St... San Bernardino, 
Calif. 


SALESMEN for three good territories ; 
calling on retail jewelers, all terri- 
tories well established for many 
vears: manufacturing stone rings. 
wedding rings, pendants and cul- 
tured pearls, excellent opportunity 
for right men: liberal draw against 
commissions: territory |1—Missouri. 
Kansas and lowa: 2—Georgia, Flor- 
ida and Alabama: 3—Minnesota, 
Wisconsin and Dakota: give full de- 
tails in first letter: DAVIDSON & 
SONS JEWELRY CO... INC... 20 W. 
i7th Street, New York, N. Y. 








For Sale 


Stores, Stocks and Businesses 


JEWELRY STORE: Selinsgrove, Pa.: 
excellent repair business: PARK W. 
L. RIEGEL, Market St., Selinsgrove. 
Pa. 


CONDITION ] 


ris 


3a 


‘ , 
. ‘ it ‘) , . : 
ry }? ( 


WASHINGTON 


CREDIT JEWELRY STORE for sale; 
air conditioned, est. 40 years; fix- 
tures $5,000; grossed $250,000 
1958; pay percentage to collect $45,- 
000 accounts; lease and possession 
available December 26th; sell with 
or without merchandise; KALK’S 
JEWELRY, 20 S. Main, Tulsa, Okla. 


50) YEAR OLD JEWELRY STOR! 
tiring: fine reputation; 100° Or 
wonderful for wat 


ts 
? 
beautiful! 











For Sale 


Tools, Equipment 








Business Opportunities 


SELL STORE? GORDON BROTH 


Our reputation is your cer- 
price, 


ERS! 
tainty ... of maximum 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
cash buvers in the country. See ads 


below ’ 


LIOUIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation... give your 
sale on commission basis, the bene- 
fit of our 54 vears experience and 
extensive organization. See ad _ be- 
low. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
eash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation, 38 Brom- 
field St.. Boston. Hancock 6-3253. 


ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland: Briargate 
11-7303. Chieago 26, Ul. 


AMERICA’S best known jewelry auc- 
tioneer: over forty years in this pub- 
lication as an advertiser: Thomas J. 
Fausett, 521 Fleming St., Howell, 
Michigan. See page 106. 

\\ C HALES AUCTION SALES 
VICE. 461 South Adams, Lebano 

enced. canable ieweler Al 
Ty ™ 7 prote 
sf re Tsys 
FINKELMAN 


,7 





BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St.,. 
N. Y¥. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 99. 


ES-BOOKING 
a x wher: iowest terms, ea 
results guaranteed; HARRY 
Ss, JACOBS PROMOTIONS 
na A\ a Qn Indiana 
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JEWELERS SALES SERVICE; a pro- 
fessional organization to 
serve vou; AUCTION-ACTION; re- 
tail or liquidation; 25 years sales 
experience; your reputation § pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE; 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 

6-0828. 


DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no _ ob- 
ligation PHONE—WIRE—WRITE 
to DEALERS LIOUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 
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NATIONALLY WELL KNOWN, highly 
respected, successful establishment 
with sales exceeding $400,000, sell- 
ing most popular fine jewelry item 
to retail jewelry stores and with un- 
limited growth possibilities, seeks 
merger with fine, reputable jewelry 
concern wishing to expand or di- 
versify; only responsible, well listed 
jewelry concern considered; prin- 
cipal only; address, “F, 5405.” care 


of JC-K. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YO NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c on the dol- 
lar for your inventory, accounts, or 
fixtures; WRITE ... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense, you are under no obliga- 
tion; SILVERMAN SALES ENTER. 
PRISES, 580 Fifth Ave., N. Y. 36. 
N. ¥Y. Tel PLaza 7-4693. 
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MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is earefully analyzed; planned in 
advance and is under constant su- 
pervision of our executive staff: 
you can afford the best; write, wire. 
phone, MARTY MILES SALES, 
INC., 1835 Steven’s Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 11-5737. 


Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 38 Broomfield St., Boston, 
Hancock 6-3233. 


CASH BY AIRMAIL: new and used 
watches, diamonds, jewelry, gold. 
gold-filled, watehbands, anything: 
reference Dun & Bradstreet; S. W. 
HORA, 1810 Netherwood, Memphis 
14, Tenn. 


40 GOLD AND JEWELRY WANTE 

ash immediately for surplus stock 
highest 

, gold filled, etc.; 

write, WILMOT'’S 


Grand Rapids 4 


CEL-MAX FOR 
prices for 
o old gold: 


SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins Company, 59 East 
Madison Street, Chicago, Illinois, 
Randolph 6-7390. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 





Watch Work, etc., for 
the Trade 


QUALITY watch repairing our spe- 
cialty for 25 years; perfect work- 
manship, finish, timing; trial ship- 
ments solicited: OSCAR ARON, 62 
W. 47th St... New York, N. Y. 


HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING: since 1921: 
service available to jobbers: mail 
orders promptly handled; EMMA 
GIRARDIN. 96 Rumson Rd., Little 
Silver, N. J.. SHadvside 7-1285. 


DEPENDABLE: FAST: ECONOMI- 
CAL: Watches safeguard in Holmes 
vaults: work Watch Master tested; 
ask for price list or send trial 
order: TICKE TRADE REPAIRING 
SERVICE. 962 ~~ Flatbush Ave.. 
Brooklyn 26, N. Y. 


Special Order Work and 
Repairs for the Trade 


Miscellaneous 


$100,000 A YEAR BUSINESS in West- 
ern State; will take qualified part- 
ner; $8,000 cash for half interest; 
must be jeweler & watch repairman; 


address. “E, 5430.” care of JC-K. 


LEARN MASTER WATCHMAKING 
home: modern, professional! ri i] 
diploma awarded: free san | 
and full information: ao cs a 
SCHOOL OF WATCHMAKING, Room 
239L, 2330 Milwaukee, Chicago 17 
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INDEX OF ADVERTISERS 


index is published as a convenience and not as part of the advertising contract. Every care will be 
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taken to index correctly. No allowance will be made for errors or failure to insert.” 
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JEWELERS AT THE FAIR 


“Crowds everywhere. You had to stand in line 
three hours before you could get into the General 
Motors Building.” 

That is the way the 1939 New York World’s 
Fair is remembered by a man who attended it as 
a youth of 7. He didn’t recall the great “trylon,”’ 
a three-sided monster that tapered to a point 700 
feet high. Or the “perisphere,” the hugh globe 
beside the trylon. Or the 62 foreign-nation ex- 
hibits. 

But he was quite right about the crowds. Forty- 
five million people attended the Fair during its 
two-year stay at Flushing Meadows. And what 
those millions saw at the Fair shaped their atti- 
tudes to products and design, and to countries 
and companies, for many years thereafter. 

Summing up the power of international trade 
fairs to affect people’s thinking, the Encyclopedia 
Americana has this to say: “In the course of 
the last century they have probably had a greater 
influence in the development of the tastes, habits 
and attitudes of the civilized peoples than the 
less direct, slower pace of a natural development 
of needs, following in the train of modern scien- 
tific and mechanical progress.”’ 

Well, then, how should the jewelry industry 
portray itself at New York’s 1964 World’s Fair? 
This time an attendance of 60 million people is 
predicted. More nations than ever before are 
planning exhibits and so are scores of U. S. in- 
dustries which compete with the jewelry business 
for consumer dollars. 

Should there be another “House of Jewels’? 
That superb exhibit of diamonds and diamond 
jewelry was among the top attractions at the 
1939 Fair. It was financed at a cost of $250,000 
by DeBeers Consolidated Mines, Ltd., and five 
New York retail jewelers. 

Or should a jewelers’ building at the 1964 Fair 
be more broadly representative of the jewelry 
industry? Should tunnel-like passages take visi- 
tors, as it were, down into a diamond mine, with 
dioramas showing how diamonds are mined? 
Should they see a demonstration of diamond- 
cutting? 

Would millions of people be impressed at the 
sight of molten gold pouring from an alloyer’s 
furnace? Would they enjoy an action display of 
time-telling through the ages? It could start with 
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Caesar’s water-clock and conclude with the latest 
electric and electronic watches—possibly, even, 
with an atomic clock designed for satellite ex- 
periments that may prove or disprove Ejinstein’s 
Theory of Relativity. 

Each segment of our industry has a wealth of 
fascinating methods and accomplishments that 
could entertain and impress the Fair-goers. 

In making these comments, we are not recom- 
mending any particular subjects for a Jewelers’ 
Building at the Fair. But we are pointing out 
that the opportunities for winning favorable pub- 
lic attention will be large—and that the planning 
time between now and 1964 is small. 

Surely this is a worthwhile project for the 
Jewelry Industry Council. Perhaps JIC should 
invite representatives from all sections of the 
trade to a brainstorming session. The agenda for 
the meeting: What image of itself would the 
trade like to impart to the 7- to 70-year-olds who 
visit the Fair? How can their concepts be en- 
riched and enlightened by a better knowledge of 
the romance and the glamor of our industry and 
its work? 


CHRISTMAS TIDINGS 


A good Christmas season? It certainly seemed 
in the making, judging from the latest facts and 
figures published in JC-K’s “State of the Jewelry 
Business.”’ That monthly feature appears on page 
99 of this issue. 

Consider these import trends (first three quar- 
ters of 1959 matched against the same portion of 
1958) : Watches up 35 per cent. Rough diamonds 
up 37 per cent in value. Cut diamonds up 36 per 
cent. Cultured pearls up 27 per cent. Wholesale 
jewelers’ August sales 24 per cent ahead of a 
year ago. Failures lower. And the marriage rate 

after a lengthy recession—turning upward at 
last. 

So, as the financial pages would say, this dec- 
ade is closing with buoyant strength. JC-K hopes 
that the holidays will be happy personally as well 
as financially for every reader. 
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ATLANTIC CITY CHINA & GLASS SHOW 


COMPREHENSIVE — Over 300 exhibiting firms .. . nearly every important source in the tableware industry. 
REASONABLE HOTEL RATES...GUARANTEED! — $9.00 for single occupancy, $13.50 for 


twin-bedded joccupancy. Write to Atlantic City Convention Bureau for a complete list of 
cooperating hotels. The Bureau will also take care of your housing reservations. 





TRANSPORTATION -- Airline service is excellent with. connections via train or bus or inexpensive 
limousine directly from the airports at North Philadelphia or New York. Two airlines fly directly 
to Atlantic City. 

Express bus service via turnpike every half hour from New York and Philadelphia. 
For motorists, excellent parkways from all points in the east, and as far west as Chicago. 


FOR YOUR RELAXATION — Buyers get-together Cocktail Party at the beginning of the show. Gala 
dinner-dance during the week, plus many other special events and parties hosted by exhibitors. 
In addition, Atlantic City is world famous as a year round resort, with many hotels and motels offering 
indoor swimming pools and outdoor ice skating rinks. Fine restaurants and night clubs make your 
leisure hours pleasant. 


SHOW HOURS- 


Sunday, January 3rd—Noon to 6 P.M. 
Monday through Thursday — 9 A.M. to 6 P.M. 
Friday —9 A.M. to Noon closing. 








JANUARY 3-8 Sunday thru Friday CONVENTION HALL 


Sponsored by: CHINA GLASS AND POTTERY ASSOCIATION OF AMERICA, INC. 
Directed by: GEORGE LITTLE MANAGEMENT, INC., 220 Fifth Avenue, New York 1, N. Y. 
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DEC. 26—JAN. 16! 
Great value! Great pattern! 
Great profit opportunity for you! 


, : } -e : , ' : | 1] or . ] Yr) 
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EVENING STAR, the inactive silverplate pattern that’s been admired, sold and sold agai 
)y 


7 n ! } oF : 4 - q 
Vhat Savings over active patterns: Look: O-p1ece service for id, 


irom coast to Oast. I 


26-piece service for 6. $29.95 (chest not included 


AQ) Qa. 


$71.50: 52-piece service for 8. $4 


when cus- 


in sale prices). Full trade discounts. What timing! Just after Christmas. 


tomers will have bonuses and gift m ‘y to spend. Free newspaper mats, window 


Contact vour local distributor while 


COMMUNITY 


THE FINEST SILVERPLATE 


banners, price cards, radio spot announce! 


there’s still time to cash in on 


crafted by ONEIDA SILVERSMITHS, makers of distinctive tableware 


HEIRLOOM* STERLING COMMUNITY® SILVERPLATE ONEIDACRAFT* STAINLESS 


Des. . 2a ee 
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